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“Trenfyndous value” and “Faster selling” are two of/ the 
nding featurés of O-B’s stunning new 1941 10K Gold 
et withibrilliant simulated birthstones. Order/these 
ifgs nowyand benétit from the added: profits this 
‘xing and display: will bring you. 


Suggested re il selling price of new birthstone vings..$5.95. 
Order by assofment No. 2X372A. 


Enter | ) ‘Ying display Contest--- 
50 Complete 5.Unit ring displays given 


ff : each month 


lL Your’ purchase of 12 new birthstone rings brings you a 
complete ring display with contest entry certificate. 


2. Send sketch or photo of your display aryfagerpnt » axfb- 
gestions for counter, window or showcas a. See ustes 


Suggestions. y, 


#3/ ‘Contest starts now and ends ° tobers3 Ist. 


chm lias Bivettetne BR. 1. 
ew York, Chicago, Los Angeles 


and this beautiful 


complete 5-Unit 
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This is a picture of the LUG END of a new Kon-ite Tubular 
Watch Strap. It is molded of the same tough material used in 
Kon-ite buckles and keepers, made to resist scuffing, scraping 
and general wear and tear. 

These new lug ends are neat, smart, suave ... but they can 
take punishment, for they are designed to do a job at the point 
of hardest wear on a watch strap. By eliminating all metal-to- 
leather contact they prevent corrosion at the lug pins. 

This newest addition to the list of exclusive Kon-ite features 
is evidence of continued leadership in STYLE, QUALITY and 


VALUE. 
Manufactured by A. SAUER & COMPANY 


5th and Race Sts., Cincinnati, Ohio 


KON-ITE 


mors SPLITPROOF. **™ 
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SPEAKING OF THE JEWELRY TRADE 


OVE LETTERS are still paying 

off in diamond rings all over 

the country, but surely no one re- 

ceives as many messages of sweet 

sentiments as Wayne King, orchestra 

leader who broadcasts over Colum- 
bia network Saturday nights. 

The “waltz king” awards six dia- 
mond rings each week to the senders 
of the most interesting billet doux. 
Letters are pouring in to him by the 








thousands — written on everything 
from ancient linen and formal note- 
paper to scraps from paper bags. 

Each week, Wayne King requests 
listeners to send him a_ treasured 
letter hidden away for years, or the 
kind of love letter the listener would 
wish to receive, or perhaps the ro- 
mantic message he regrets not having 
written. 

In this vast Cupid’s mail bag are 
semi-humorous and soul-searing ex- 
pressions from adolescents in the 
throes of “first love.”” There are fer- 
vent avowals from young matrons 
who have submitted items from the 
ribboned bundles tucked away in 
their attics. And there are flowery 
discourses from the mauve decade. 

One is a pathetic note from the 
World War era, scribbled on the 
back of a patriotic postcard. A ro- 
mantic poem printed on brown paper 
strikes comparison with a noble let- 
ter on crested bond penned in ele- 
gant Spencerian style. There’s a 
communication from the dust bowl 
country which tells of the grim exo- 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for May, 1941 





dus from the community—while the 
hardy ones remained and were sep- 
arated from their sweethearts. 

Present-day examples sparkling 
with sophistication mingle with gen- 
tle notes of yesterday—all of them 
testifying to the power which “makes 
the world go ’round,” and to every 
woman’s desire to own a diamond, or 
another diamond. 


© 
OMETIMES it takes only a lit- 
tle thing to change an ordinary 
advertisement into a distinctive one. 
The Bohm-Allen Jewelry Co., Den- 
ver, Colo., found that “little thing” 
by leaving plenty of white space 
around each ad and then encircling 
it in a broad elliptical line. The 
effect is to make every advertise 
ment, large or small, stand out like 
a picture in a frame, the white space 
and the broad dark elliptical line 
providing a strong contrast with the 
background of the newspaper page. 
Because of the repeated use of 
this style, Bohm-Allen ads also have 
a higher recognition value. 
Generally, only one item is fea- 
tured in any one advertisement. 
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66, *IGURINES are tops 
us,” says Howard Stackpole, 
of the Stackpole jewelry store in 
San Jose, Calif. 
attractive new ones are brought out, 
we try to have them on display. 
Women like them for gifts, bridge 
prizes and brightening their homes. 
“Apparently figurines are a dis- 
tinct novelty to young women and 
girls, and enchant them. 
“Figurines add as much life and 
color to window displays as they do 
to the homes of people who buy 


39 


with 


“Just as fast as 


nop, NeWeLerS 
(ircular. 
Key stone 
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them. Showing a figurine as the cen- 
terpiece in a wide, low bowl filled 
with flowers not only decorates show 
windows but suggests an attractive 
new sort of tablepiece for customers’ 
homes.” 


o > 


BRAND new Neon-fitted clock 

was installed last month outside 
the G. C. Wilkins & Son jewelry 
store in Red Bluff, Calif. George 
Wilkins, owner, radiated the pride 
that invariably accompanies a de- 
sirable addition to one’s place of 
business, until— 

1. Citizens began popping in the 
door, shaking their heads and reck- 
oning something might be wrong. 

2. Until Jeweler Wilkins took a 
gander for himself and found that 








the bold Neon lights on the clock 
depicted that Wilkins had a “jew- 
elery” shop. 

Wilkins went into secret session 
with Noah Webster’s big book and 
proved the case against the sign- 
maker: Jewelry can’t be spelled with 
an “e” between the letters “‘l” 
and “r.” 

Next day workmen bolted a new 
sign on the clock, and order was 
restored in Red Bluff’s main stem. 
If Wilkins wanted to go British, he 
could have added an extra “]” to 
the spelling on the clock, and been 
a “jeweller” like our friends in the 
Canadian Jewellers’ Association. 














66 HEN Mother’s Day (May 

11) rolls around this year, 
Mother is due for a second diamond 
ring,’ says an item released to hun- 
dreds of newspapers by the National 
Committee on the Observance of 
Mother’s Day. 

Since the 

will be read 
when merchants cooperate with their 


committee’s publicity 


widely-—particularly 


local newspaper in special pages or 
a special section devoted to Mother’s 
Day—it should be advantageous to 
make the most of the second-dia- 
mond-ring idea. 

“Jewelers have decided that too 
many women get an engagement ring 
and wedding ring, and have nothing 
else except oven burns and_ berry 
stains on their hands for the balance 
of their lives,” the newspaper release 
from the Mother’s Day Committee 
continues. “So jewelers are planning 
to remind Father that the term 
‘solitaire’ applies to Mother’s en- 
gagement ring, and doesn’t mean that 
he need give her only one solitary 
diamond ring during a lifetime of de- 
Father, himself, they point 


votion. y 
out, will feel more prosperous—as 
well as appreciative—when he sees 
the second diamond of devotion on 
Mother’s finger. 

““We are inaugurating the new 
effort in time for Mother’s Day,’ a 


leading jeweler explains, ‘because the 
Mother’s Day appeal this year is 
directed to the youthful, modern, 
fashion-conscious mother. Jewelers 
will be urged to use the slogan Re 
member Mother—She Never Forgets 
in their displays and advertising to 
push the sale of bridge and dinner 
rings. Today +4 per cent of Ameri 
can woman play bridge and the card 
table is a focal point for display of 


hands and jewels.” 


© > 
more than 


6 tae display has 
doubled watch sales for W. T. 


Hixson Co., Inc., jewelers at El 
Paso, Texas. The company removed 
the glass doors from an_ old-type 
wall case and into the case built a 
series of stepped shelves. On these 
shelves, the company now displays 
several score watches—a sample of 
practically everything in stock. 

A duplicate stock is carried in the 
regular closed watch cases for use 
in serving older people or others of 
in obviously conservative nature -who 
might not like the open-display 
setup. But probably 85 or 90 per 
cent of the watch business is now 
being done off the open display, ac- 
cording to Manager James  P. 
Turner. 

Wherever a 


customer doesn’t 








"He wants to know whether earrings would help.” 


40 





know exactly what he wants in the 
way of a watch, he is invited to step 
back behind the counter and look 
over the assortment. Experience 
shows that the new-type display not 
sales but greatly 
speeds up the handling of the aver- 


only increases 


age sale. 
© © 


OLASSES, so they © say, 
catches more flies than vine- 
gar. Humor, apparently, can collect 
a jeweler’s overdue bills faster than 
threats of drastic action. 
One St. Louis credit jeweler sends 
a poem to delinquent customers. It’s 
written in ink on _ personal note- 
paper, and enclosed in a social cor- 
respondence envelope, with no sug- 
gestion of business. 
Called “A 
Read,” the letter says: 
Dear Mr. Blank: 
How do you do? 
Some pay bills when due; 
Some pay when overdue; 
Some never due. 
How do you due? 
Our credit department is awaiting 
your check. 
(oC) | a SS SPECS 


Poem You Oughta 


Because this letter is written in 
longhand, there is’ little chance it 
will find its way to the wastebasket 
before the message is thoroughly 
registered. Instead of irritating the 
overdue account, the rhyme results 
in goodwill. Of 200 such letters sent 
at a recent quarterly cleanup, 56 
resulted in checks and more than 100 
promises of quick action. 
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OWN in Houston, Tex., R. J. 

Slagle continues to win atten- 
tion for the Houston Watch Co. with 
sparkling advertisements that capi- 
talize on local topics. 

When the common council reduced 
traffic speed limits to 30 miles an 
hour by day and 25 miles by night, 
Slagle used the headline, “Drive 
30-25 and Save the Price of a 
Watch” to advertise second 
timers at $17.50. 

When the angling season opened, 
Slagle pictured a collection of funny 
looking, twisting little gadgets, un- 
der the headline: “No, Andy! These 
Aren't Fishing Worms.” The text 
went on, “No, Andy, these are watch 
parts! There are 211 parts that go 


split 


into the average watch.” 
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Twelve-inch glass 
blocks make a 15x12 
foot panel which 
floods the Under- 
wood store with 
north light. A stagy, 
wine-colored curtain 
hangs inside across 
the top and down 
one side of this 
translucent section. 





Glass Block Panel 


dramatizes southern store 


6e OST jewelers live the greater part of their 

lives in their stores. They deserve comfort 
able surroundings, which at the same time will be so 
intimate and informal that customers will feel like 
friends and guests.” 

In remodeling a store in Jacksonville, Fla., formerly 
occupied by another jeweler, H. F. Underwood, presi 
dent of the Florida RJA, made a blueprint out of this 
philosophy, and—for $12,000—built one of the best 
planned, small-area jewelry stores in the Southeast. 

Despite the fact that the store interior is only 16 feet 
wide, the arrangement of fixtures produces an illusion of 
spaciousness, and both staff and customer comfort is as 
sured by year-round air-conditioning, scientifically de 
signed lighting, (40 foot candles throughout) and soft 
carpeting on the floor. 

Besides the elements of design and display described 
elsewhere on this page, the Underwood store has such 
other valuable modern business aids as a Herculite glass 
door, factory-etched with the store’s name to prevent 
people walking through it, and a Watchmaster watch- 
rate recorder. 

Flush-type wall cases have light-toned interiors, 


; . ideal for displaying hollowware, giftwares and 
baad Bh * clocks. The panelling and other fixtures are of 







medium light natural walnut. Note curtain walls. 






Because of the narrowness of the store, floor 
cases are used on only one side. Fluorescent 
and incandescent illumination supplements nat- 
ural light from the glass-block panel, part of 
which may be seen at the left with its red drape. 

















HENEVER two or more jewelers exchange 

confidences this spring somebody’s likely to be- 
moan the lower unit sale of wedding rings, due to the 
new bands being made of carved gold instead of platinum 
set with scarce and costly melee. 

Listening to their conversation, you’d think that sales 
to about-to-be-married couples began with the engage- 
ment ring and ended, somewhat disconsolately, with a 
cheaper wedding ring than was sold a year ago. Simply 
that: two rings, sometimes also the stationery, but then 
finis ! 

Yet, beyond the rings and the stationery, there’s ample 
opportunity for “plus” sales to the bride and the bride- 
groom, not counting their gifts to each other and the 
bridegroom’s gift to the bride’s mother. 

This gigantic “plus” market consists of gifts for wed- 
ding attendants. Since rising costs of small diamonds 
don’t affect this class of merchandise in the slightest, 
the application of additional sales energy here can often 
more than compensate for whatever diminishment may 
be experienced in the dollar value of wedding bands. 

Not counting justice-of-the-peace jobs and simple 
home or church marriages, 42 per cent of today’s wed- 
dings are formal—546,000 or more formal weddings in 
the United States this year. This means 3,042,000 
bridesmaids, 546,000 best men and 3,666,000 ushers, 
each one of whom is due to receive a gift, ranging in 
price from $1 to $10, from the bridegroom, the bride, 
or her daddy. 

The value of these gifts presented to bridal attendants 
comes to an impressive total, $20,833,000—and if most 


The Bride and the Groom Buy 




















of this isn’t jewelers’ business, it’s nobody’s fault but 
their own. 

According to a study of brides, bridegrooms and their 
wedding expenditures, made by Alexandra Potts, of The 
Bride’s Magazine, the following amounts are spent for 
gifts to wedding attendants: 

At “deluxe’”’ weddings—Approximately $7 for each of 
the bridesmaids, with an average of four bridesmaids in 
in each wedding party. Approximately $15 for the best 
man. From $5 to $10 for each usher with an average 
of six ushers in the wedding party. Total, $88. 

(About 10 per cent of all weddings may be considered 
“‘deluxe.”’ ) 

At ‘“‘medium-cost” weddings——-F'rom $3.95 to $5 for 
cach bridesmaid, with an average of three attendants in 
each wedding party. From $7 to $10 for the best man. 
rom $4 to $5 for each usher, with an average of four 
ushers in each wedding party. Total, $39. 

(About 35 per cent of all weddings are in the ‘“‘medi- 
um-cost” bracket. ) 

At “minimum-cost’” weddings — Approximately $1 
each, for every bridesmaid, with an average of seven 
bridesmaids in each wedding party; approximately $1 
for the best man, and approximately $1 for every usher, 
with an average of eight to 10 ushers in each wedding 
party. Total, $17. 

(About 55 per cent of the nation’s weddings fall into 
this class.) 

Thus, in all of the groups, the “plus” sale of gifts 
for wedding attendants is decidedly worth going after. 
After she’s selected her wedding ring, the bride should 


“Happily married. Mr. & Mrs. 
—— ae = —S Peer 
Diamond bridal set purchase 

from Lakein's,"" say cards below 
the photographs in this bridal 
ring window display by Lakein 
Jewelry Co., of Baltimore. Dove, 
ribbon, wedding cake and lilies of 
the valley provide atmosphere. 




















Gifts, Too 


by JAMES CHILTON 


Between their engagement and 
their marriage, altar-bound coup- 
les buy much more than rings 
from jewelry stores — $20,000,000 
worth of gifts for wedding at- 
tendants, for example. Below— 
Shaw's, Dallas, cultivates wedding 
ring sales by photographing the 
wedding, without an extra charge. 










She w’s 
ribute 
fo the Bride 


i A BEAL TIFUL, 
4 PHOTOGRAPH OF 
YOUR WEDDING 
WILL BE TAKEN 
AND PRESENTED 
TO you 
ABSOLUTELY FREE 
OF CHARG! ; 











be led by the hand to an adjacent display of gift sug- 
gestions. 

Other major “plus’’ sales, to be developed from the 
initial ring transaction, are the bridegroom’s gift to his 
intended and his gift to his future mother-in-law, and 
the bride’s gift to her future husband. Typical bride- 
groom’s gifts to the bride are a wrist watch, a bracelet 
or some other article of jewelry, priced from $20 up 
in most cases. 

The average bride who has a formal church wedding 
with a reception receives about 200 wedding gifts, aver- 
aging $5 each, according to Mrs. Potts’ observations. 
Three gifts out of five are usually bought at jewelry 
stores. 

More than 50 per cent of all silverware services are 
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Acme photo. 


acquired at the time of marriage, according to J. C.-K.’s 
study of silver ownership. See page 50 of this issue. 

There’s a distinct trend towards informal weddings 
this year, but—because of the stepped-up march to the 
altar—there will probably be as many formal ceremonies 
as ever. The growing informality in dress won't dimin- 
ish either the number or the value of bridal gifts, inci- 
dentally, because more people are earning more money 
than they were a year ago and are therefore able to give. 
more and better presents. 

Nine times out of 10, in both the “medium” and the 
“minimum” expenditure brackets, the young man who 
buys an engagement ring—the ring on which all of the 
aforementioned “plus” purchases depend—is acutely 
price-conscious. Very few prospective buyers of engage- 
ment rings wish their fiancees to know the price of the 
ring—yet very few are bought without the girl’s ap- 
proval. This suggests the desirability of some way for 
the girl to choose the ring she likes, without the embar- 
rassment of selecting one beyond the purchasing power 


of her fiance. 
(Please turn to page 70) 





Rings by J. R. Wood & Sons, Ine. 








Are Your Windows Selling Enough 


To Pay Their Share 


of the Rent? 





Lifetime choices of rings and silver for two hearts in springtime. 


O your window displays put ideas in people’s 
heads—buying ideas? If they don’t they are not 
doing their part as salesmen, and that is what your 
windows really are—salesmen—good, bad or indifferent. 
Don’t forget that you pay for your windows just as 
you do your other salesmen, in the form of a percentage 
of your rent. One-quarter to one-half of your rent is 
chargeable to your window space, so that you have a 
real investment in this particular salesman; if he doesn’t 
produce, you can’t “fire” him, but you can convert him 
into a good salesman and so guarantee a proper return 
on your original stake. With a further investment of a 
little time, careful thought and some ingenuity, you will 
have the best salesmen you've ever had on your payroll. 
With competition as keen as it is, if you are going 
to get your share of business, you must make your win- 
dows talk—constantly and persuasively to the people 
who pass your shop. You can put ideas in their heads 
buying ideas. 

No matter how attractively you may arrange mer- 
chandise, your display will not be persuasive unless it 
does more than serve notice that the particular merchan- 
dise on display is on sale in this particular shop. Simply 
seeing a beautiful silver coffee set as a piece of merchan- 


44 


One-fourth to one-half of your store’s 
rental is chargeable to your windows: 
whether they're good, bad or middling 


salesmen” depends upon yvour ingenuity 


by VIRGINIA DIXON 


dise, however attractively placed in your window, is not 
enough to create a buying urge unless the desire for such 
a service has previously been implanted in the prospec- 
tive customer’s mind in some other way. 

But when you show the set as she might use it herself 

placed on a dainty doily and surrounded by pretty 
coffee cups and spoons, with a vase of flowers and a pair 
of silver candlesticks, a cigarette box and ash trays and 
suggest on a copy card that there could be no more 
gracious gesture as a finale for a fine meal than the 
after-dinner coffee served from a silver coffee pot—then 
vou create the atmosphere which makes it possible for 
Madame to visualize herself pouring coffee for her 
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Wall paper, dra- 
pery and picture 
frame suggest home 
redecoration; silver, 
china and crystal 
motivate a_ simul- 
taneous redecora- 
tion of the table. 











Gaily wrapped gift 
packages attached 
to the background 
remind sidewalk 
shoppers of that 
week-end, birthday 
or anniversary. Sug- 
gestions for giving 
are shown in front. 





guests from such a service. Thus you create in her 
mind a buying mood which otherwise she would not have 
experienced as she passed by your window. 

When you can make your passing prospect visualize 
your merchandise as a much-to-be-desired part of her 
own environment, her appearance, her home, her social 
interests, you are apt to have created a customer. 

Jewelry merchandise has an aura of glamor for the 
average person, so the problem of the jeweler is already 
made easier. His problem is, in most cases, chiefly one 
of time and money to select and organize material. But 
the jeweler who does find this time and makes at 
least a moderate expenditure for this purpose will find 
his investment bringing in worthwhile returns in a 
greater number of direct sales and an increased interest 
in his store on the part of the shopping public, which 
must result in an eventual further increase in his busi- 
ness, 
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Make your window express the personality of your 
particular shop. Every store, as every person, has its 
own individuality to express, and will be successful to 
the degree that it expresses its own personality and does 
not borrow from others. Develop a definite style of 
display in your shop and keep consistently to it with, of 
course, enough variety to sustain interest. Let each win- 
dow tell a story about your merchandise—a timely, 
seasonal story. Find something in your story to serve 
as your point of attraction and dramatize it. 

Romance is an ever-popular and timely theme for 
jewelers and one which ties in well with both jewelry 
and silverware items. In the display in the accompany- 
ing sketch, engagement rings and teaspoons are com- 
bined with the romance theme. Pairs of hearts in various 
sizes are cut from cardboard, padded and covered with 
silk or satin in pastel colors. Initials are lettered on the 

(Please turn to page 68) 











Low-Gost Style Show Yields Sales 


Altoona jeweler's fashion event wins business and publicity; 


dress shops, hair dresser and florist help without charge 


ee OU can’t stage a worthwhile fashion show unless 
you're in business in a large city.” True or false? 

Absolutely and 100 per cent false! 

A jewelry store located in a typical American middle- 
sized city recently sponsored a highly successful style 
show that not only delighted a large audience, obtained 
considerable publicity and resulted in a number of sales 
of jewelry and watches, but—marvelous to relate—cost 
practically nothing in dollars and cents. 

The store that smashed into little pieces the old hokum 
that only a great Fifth Avenue concern dare undertake a 
fashion show is Lippman’s, Inc., of Altoona, Pa., a com- 
munity of 80,000 persons. This firm’s experience indi- 
cates that any well-operated jewelry store in a city of 
practically any size can plan and conduct an effective 
style show with surprisingly little trouble and thereby 
produce a lot of beneficial and worthwhile results at 
small expense. 

Like a lot of good things, Lippman’s style show re- 
sulted from chance. Somebody at the Altoona College 
Center, an extension division of Pennsylvania State Col- 
lege, asked Miss Marge Snively, manager of the Lipp- 
man store, whether she would like to talk about jewelry 
at the Center. 

Instead, however, of meeting the students in a lecture 
hall, Miss Snively thought it would be more interesting 
and convincing to the students and more advantageous 
for Lippman’s, if the group came to the store, where 
they could see and examine the actual jewelry. The 
great fashion show which the Jewelry Industry Publicity 
Board presented last August at the ANRJA and NACJ 
conventions was still fresh in Miss Snively’s memory; 
she couldn’t hope, of course, for anything as elaborate, 
but, by jove, she’d see what she could do in the line 
of a home-made fashion show by, for and of Altoona. 

Other merchants, it developed, were keen to cooper- 
ate, without charge, providing they got credit lines on 
the program. A women’s specialty shop loaned fash- 
ionable gowns, coats, hats, shoes and other accessories ; 
a beauty parlor lavished attention on the girl models’ 
coiffures, and a florist was glad to contribute a bride’s 
bouquet. A men’s furnishings store was just as ready 
to outfit the male side of the show. 

When the College Center students came into the Lipp- 
man store, by tickets, here’s what they saw: 

A professional-looking promenade for the models to 
walk back and forth, demonstrating their jewelry and 
watches, extended something more than waist-high down 


the center of the jewelry store. This had been im- 
provised by decking over the horseshoe show cases in the 
middle of the selling floor. Floodlights brightly accented 
the promenade, from each end, but had shields to save 
the spectators’ eyes from glare. Rented chairs were ar- 
ranged in semi-circular rows. 

The audience took its seats. The overhead lights 
darkened. A spotlight flashed on a young woman speaker 
at a reading desk. She began, from manuscript: 

“The love of jewels is a feeling common to all people 
of all ages—it is as natural as the love of flowers and 
of sunlight. Long before civilization began, precious 
stones were known and highly prized, and many were 
the legends and superstitions attached to them. Hidden 
away in the earth, and produced by gigantic and unseen 
forces, there is in their very nature an element of mys- 


+ 
wily 
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by ADAM PURDON 


based on interview with Marge Snively, who 
conceived this successful promotion 


tery and romance that make an irresistible appeal to the 
human heart...” 

The crowd listened attentively to this 15-minute ad- 
dress, which recounted past ages’ discovery and use 
of precious metals and glittering gems. The final words 
emphasized jewelry’s importance in present-day fashion. 

Part II of the program—‘‘What the Stars Have to 
Say About Your Jewels’—got the audience to partici- 
pate. The speaker asked all persons born in January 
to raise their hands; then, to them especially, she read 
a paragraph listing their personalities and characteris- 
tics, according to astrology, and advocating their owner- 
ship of the January birthstone, the garnet, “symbol of 
constancy.” 

Next, a show of hands was asked from everybody 


(Please turn to page 67) 
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While customer selects a ring, a portable radio wins friend's interest 


i'm Just 
With 


Mrs. Jones!” 


When a friend accompanies a customer 
into your store, are your chances of 
making a sale slimmer than if the friend 
stayed home? Hausmann’s transforms 


friends’? from liabilities into assets 


by Robert A. Latimer 


48 


OUR woman customer is looking at wrist watches. 

She’s definitely interested in buying. But the wo- 
man who has accompanied her into the store taps her 
feet in boredom. Both customer and friend depart. 
John Jeweler has lost not one sale but two! 

There is an endless variety of embarrassing and costly 
situations when two persons come into a jewelry store— 
only one of them contemplating a purchase. As a gen- 
eral rule, salespeople pour out all their courtesies upon 
the prospective buyer, and give precious little attention 
to the latter’s friend, who stands about without a darned 
thing to do except often to destroy a sale through hurry- 
ing the customer or making the customer self-conscious. 

Like other jewelers, Hausmann’s, of New Orleans, 
was bothered by the “customer’s friend” problem until 
this store developed a simple technic that changes the 
friend’s boredom into interest and often into a purchase 
by the friend as well as by the original customer. Each 
of Hausmann’s 11 salespeople, including the three execu- 
tives, is trained to merchandise unobtrusively to the 
friend, at the same time that he serves the customer. 
This doesn’t mean that visitors are unwillingly collared 
and forced to look at merchandise, but rather that Haus- 
mann salespeople make a point of persuading the visitor 
to look at some jewelry line which his appearance makes 
obvious he will enjoy examining. 

Here’s how Hausmann’s plan often turns a customer’s 
companion into a second customer: 
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Suppose that a woman, accompanied by her daughter, 
arrives at a ring case and asks to see several stones. In- 
stead of letting daughter stand idly by, the salesman 
places a tray containing 35 types of sterling charms in 
the daughter's hands while proceeding with the mother’s 
interests. Thus the daughter may be kept occupied with 
the charms during the whole length of her time in the 
store, and many sales of charms have resulted, often 
leading to more sales to the younger woman later on. 

Indeed. Hausmann’s has sometimes sold charms to the 
daughter when her mother has not found an item she 
wishes to buy, and there have been instances when the 
value of several charms sold to the daughter was larger 
than the purchase the mother came in for. 

But this two-customer activity is not confined merely 
to charms or women customers. At every possible op- 
portunity the New Orleans jewelry store’s sales force 
attempts to sell both people whenever a “second party” 


is involved. 





WOMAN, ACCOMPANYING MAN CUSTOMER 
UNWITTINGLY HELPS TRADE UP THE PRICE 


When a woman accompanies a male customer, the 
policy is to work for her interest even more than his— 
with the thought that the woman usually acts as a un- 
witting agent for the store in trading up the price. 
Where the man is primarily interested in the cost of the 
watch, for example, his wife or companion will un- 
erringly choose one of the more costly features—and 
often her enthusiasm is the turning point in making a 
bigger sale. Then when the first sale is well under way 
it has been found good merchandising sense to switch 


The 


Hausmann store welcomes “co-educational” shopping. 





her over to ladies’ watches, costume jewelry, ete. 


Still another application of this theme is in connection 
with costume jewelry, which Hausmann’s carries from 
#5 up. If the customer asks to see a necklace, the rule 
is to hand her friend a brooch at the same time, or some- 
thing not kindred to the first person’s request. The 
wisdom of this is self-evident: The second girl will en- 
thusiastically compare notes with her friend on the mer- 
With 


costume jewelry, the Hausmann salesman acts on the 


chandise given her instead of standing idly by. 


theory that he is planning the basis for another costume 
jewelry sale, and quite often realizes not only a second 
sale, but an additional one to the first party concerned. 
At least 90 per cent of women who shop in pairs at 
Hausmann’s are given this psychological solicitation. 
“Don’t let your visitors go unnoticed,” Mr. Hausmann 
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summed up. “They are just as likely to be customers 
as the person whom they accompany into your store.” 














WHEN THE FRIEND SHOWS INTEREST 
IN A DIAMOND RING OR A WATCH— 


Where the second party is obviously interested in a 
diamond or watch, the Hausmann personnel has been 
instructed to signal unobtrusively to an unoccupied sec- 
ond salesman to come to his aid, indicating swiftly what 
is to be shown. Where the store cannot risk placing 
some high-value item in the visitor’s hands the summon- 
ing of another sales person has been the logical answer. 
Where the “second party” backs away and indicates that 
he is ‘‘with the other fellow’ Hausmann’s hastens to 
assure him that it’s a pleasure to show him the watch, 
ring, or other object he has just been admiring. Friendly 
welcome extended in this way has paid rich dividends. 











“FRIENDS”; 


PORTABLE RADIOS AMUSE WAITING 
OFTEN RESULT IN IMPULSE SALES 


A stellar example which has paid highly profitable 
results in dealings with both men and women has been 
small portable radios—at least 50 of which have been 
quickly sold through this institutional policy. A display 
of these small radios is kept conveniently at the head of 
each counter; so that when a salesman is called to wait 
upon a customer and notes that the latter is accompanied 
by another person, it is a simple matter to pick up the 
radio, carry it to the spot and offer it to the second man 
for his amusement. There has been a surprisingly large 
number of cases in which a $5 cigarette case sale netted 
a $20 radio sale from the man who merely came into 
the store to accommodate his friend. In fact, Gabe 
Hausmann asserts, this one activity, in relation to the 
effort expended has sold more radios than $500 worth of 


newspaper promotion. 











Mrs. Ameriea and Her Silver 


Twe families in every three own plated silver flatware; one in every five 


owns sterling. Part Il in J. C.-K.’s survey of silverware use and ownership 


suggests how and when families of every economie class acquire 


their flatware, by gift, by self-purchase. or by a combination of these methods 


P to this point, each of the various income groups 
has been dealt with individually and separately as 
though it were something entirely apart from the others. 
But the American public doesn’t live in a hard and 
fast caste system with sharp dividing lines between 
classes; each economic group blends imperceptibly into 
the ones above and below it—and most if not all jewel- 
ers draw trade from more than one. 

Therefore, while a study of the various income brack- 
ets separately is essential to a correct understanding of 
the whole, it is also important to consider the picture for 
the entire public taken together. 

To draw that picture in its true perspective and pro- 
portions, we cannot merely average the three sets of fig- 
ures for income groups “A,” “B” and “C.” For there 
are three times as many people in “B” as in “A,” and 
four times as many in “C.” The figures for these groups 
must therefore be given proportionately greater weight. 
Moreover, allowance must be made for the 20 per cent 
of the population in the lowest income bracket for whom 
no figures were given. These people were omitted from 
this survey because, as we explained, 40 test interviews 
in that class showed no ownership of matched flatware 
sets in that economic level. 

Taking all those factors into consideration, here is 
what we find: Sterling flatware services are owned by 
18.29 per cent of all families, nearly half of whom (8.71 
per cent) also have a set of plated. The total ownership 
of plated services is 67.30 per cent of the total families, 
including the 8.71 per cent who also have sterling. Thus, 
of all the families in all the income groups, 76.88 per 
cent own one or more matched flatware services of one 
kind or another. The remaining 23.12 per cent have no 
matched sets of either plate or sterling, most of this non- 
ownership being accounted for by the 20 per cent of 
families in the very lowest income bracket. 

Since few if any of the latter can afford anything be- 
vond the barest necessities, the selling possibilities for 
plated flatware must obviously be sought elsewhere. They 
fall into three main categories. First, the annual crop 
of new marriages and new households of which there 
were 1,368,000 last year. (See J. C.-K. survey— 
Page 44, February, 1941.) Second, the replacement of 
services already in use; and, third, those families who 





as a result of getting better jobs or through greater gen- 
eral prosperity, move up out of the lowest income group. 

The importance of the first two factors will be con- 
sidered further on in this report, but no statistics are 
available as to the extent of the third, although it must 
be considerable in times like these. 

And now, having discovered what flatware American 
families own, let’s look into the question of how and 
when they acquired it, in order to get a picture of the 
buying habits into which the jeweler’s selling effort must 
be meshed. 

Several very noticeable points immediately stand out. 
First is the fact that more women have received silver 
flatware as gifts than have purchased it themselves. This 
holds true for all income brackets, for women of all 
ages, and for both sterling and plated, with the single 
exception of women over 45 in the “B” income group 
whose sets are plated goods. In this one classification 
63.8 per cent of the women have made self purchases, 
47.9 per cent have received gifts of plated flatware, and 
7.6 per cent have received pieces of it by inheritance. 

It will be noted that the foregoing figures add up to 
more than 100 per cent—118.3 per cent to be exact, The 
explanation is that about one woman out of five in this 
group has acquired silverware by more than one method. 

That, incidentally, suggests the second noticeable 
point disclosed by this analysis—the large number of 
women whose silver has been partly purchased by them- 
selves and partly given to them by others. This ten- 
dency is especially strong in the top income group where 
nearly 50 per cent of all the women interviewed had 
either bought additional pieces to supplement sets re- 
ceived as gifts or, vice versa, had bought the main sets 
themselves, and received the additional pieces as gifts. 

The ratio of women of whom this is true decreases in 
direct proportion with the incomes, being found least 
often in the “C” group. It is also more pronounced 
among women under 45 than in the older group, espe- 
cially in respect to their sterling. Evidently the custom 
of matching gifts to the bride’s pattern selection has 
been growing, thanks to the efforts of many jewelers in 
this direction. 

A complete tabulation of the methods by which these 

(Please turn to page 89) 
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HOW THEY GOT THEIR FLATWARE 


Sterling Plate 
(Women under 45) 
Group A Group B Group C Group A Group B Group C 
Serre eres 90.6%, 88.6% 68.7%, 70.1%, 57.2%, 58.6%, 
By purchase ............ 39.6 50.0 40.6 58.0 48.2 42.9 
By inheritance ........... 30.2 11.4 8.0 22.2 7.4 5.9 
(Women over 45) 
OS er Cree ree 83.9 51.1 40.9 69.5 47.9 53.4 
By purchase ............ 48.4 41.9 40.9 61.1 63.8 47.6 
By inheritance .......... 9.7 7.0 18.8 ees 7.6 7.5 


Note: Many respondents acquired silver by more than one method. 


Ownership of flatware sets for all families in all Who gave the silver (plate and sterling) 
income groups 
To women under 45 To women over 45 


PARENTS OTHER 


RELATIVES 
A yA OTHER RK b 4 FRIENDS 


RELATIVES 


PLATED ONLY 
58.59% 





PARENTS 59.2% 





GRANDPARENTS 21.4% 





OTHER RELATIVES 19.4% 


WHEN THE SILVER WAS ACQUIRED—Women under 45, all income groups (both plate and sterling) 





BEFORE MARRIAGE 11.3% 





AT MARRIAGE 54.9% 





AFTER MARRIAGE 33.8% 
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To Rent or to Own the Store? 


Study by Dun & Bradstreet shows that nine jewelers out of every ten 


rent their stores; occupancy” costs average 6.2% of sales 


He much of his net sales should a jeweler pay for 
his store? Does the percentage vary with the size 
of the store and the size of the city? Is it more profit- 
able to own or to rent? 

Some light on these questions has been shed by Walter 
L. Mitchell, Jr., in a study of tenancy and occupancy 
costs, based on the current Dun & Bradstreet survey of 
retail operating costs. 

Occupancy expense was defined in the survey to cover 
rent, heat, light and building service, as reported by 
tenants, and property taxes, property insurance, depre- 
ciation, repairs, mortgage interest, heat, light and build- 
ing service, as reported by owners. Therefore, oc- 
cupancy expense as used here should not be confused 
with the single item of rent. 

Jewelry stores rent their quarters more frequently 
than the majority of retail businesses—in fact, they rank 
15th in the order of prevalence of tenant concerns, 
among 50 different kinds of retail enterprises. This is 
because tenancy is tied up with a basic economic factor, 
the relative cost of land, and for the most part jewelry 
stores concentrate in the’ central shopping districts, 
where ownership very likely would mean that the “real 
estate tail would be wagging the retailing dog.” 

With 90 per cent of all jewelry concerns estimated to 
be renting their quarters, jewelers rent in about the same 
proportion haberdashers, women’s ready-to-wear 
shops. musical instrument and radio dealers, lingerie, 
hosiery and millinery stores, shoe stores, liquor dealers 
and limited-price variety stores, all of which tend to 


as 


downtown locations. 

By contrast, confectioners, grocers and restaurants 
rent only 80 per cent and hardware and furniture stores 
about 60 per cent, since such concerns usually occupy 
less choice locations than jewelry stores. 

In the majority of retail trades, the annual sales vol 
umes of tenants exceed those of owners, and the jewelry 
industry was no exception. In fact, the average sales 
of jewelers who rented their quarters were $30,000. 
against $21,000 sales by jewelers who owned their 
places of business. 

With nine-tenths of the jewelry stores found to be 
tenants, it is not surprising that the figures show tenancy 
costs to be only very slightly higher than ownership 
costs. Evidently, the great majority of jewelers prefer 
to secure their usually choice locations by means of long 
term leases, but to avoid being tied down by the owner 
ship of property after the shopping center has moved 
away. 

Anvhow, a difference of only two-tenths of one per 


52 


cent separates the occupancy costs of owner-jewelers 
and tenant-jewelers. The median occupancy cost for 
owners is 6 per cent of net sales, and the median for 
renters is 6.2 per cent. The difference between renters’ 
occupancy expense and owners’ occupancy expense was 
found to be small in nearly every sort of retail trade. 


JEWELERS’ OCCUPANCY COSTS HIGH 

Figuring occupancy expense in per cent of net sales, 
jewelry stores’ expense ratio is the ninth highest among 
50 different kinds of retail businesses—6.4 per cent of 
net sales. In general, trades with the largest occupancy 
expenses either sell luxuries, render considerable ser- 
extensive display space, in the main shop 
Jewelry stores do all three of these things 
average a comparatively slow turnover, 


vice, or need 
ping centers. 
and besides 
which, if it were faster, would naturally reduce the ratio 
of occupancy expense. 

The median occupancy expense for all trades is 4.7 
per cent. Typical expenses for the different trades range 
from 9.7 per cent for shops selling gifts, novelties and 
souvenirs to 1.5 per cent for motor vehicle dealers. 

The rental expense ratio of unprofitable jewelry con- 
cerns exceeds that of the profitable by 1.1 per cent. The 
fact that unprofitable jewelry stores pay 7 per cent of 
their sales for occupancy no doubt reflects the circum- 
stance that their sales volume is apt to be smaller. In 
addition, Mr. Mitchell says that the higher rental ratios 
of the unprofitable concerns may be attributed to their 
poor bargaining ability, of which their general unprofit- 
ability may be a reflection. Thirdly, the unprofitability 
of some concerns and their high rental ratios may both 
be a result of a lease that is a hangover from better days. 


SIZE OF STORES 

Are the occupancy expenses of large jewelry stores 
measured as a proportion of their sales volume——below 
those of small concerns? The survey suggests that econ- 
omies may be achieved in large-scale retailing, just as 
they are in large-scale manufacturing, because inven 
tories, storage and display requirements do not increase 
proportionately with sales volume. 

The following table shows occupancy expenses of 


Oc 


cupancy expenses are figured, of course, as percentages 


large and small retail jewelers by size of city. 


of net sales. 
—Annual Sales-—— . 
Less Than $20,000 to $50,000 to 


Size of ‘Town $20,000 $50,000 $300,000 
Tess than 20000: ........5. 7.2 to 6.3 4.6 me 
20,000 to 100,000 ......... 128 5.4 5.8 
Over TOR GOO savin wees 10.0 8.1 4.2 
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THE WORLD'S MOST HONORED WATCH 


ee fe a ee ee 


Che CHorld’s Host 
— Honored Music 


A distinguished series of radio programs presenting the Longines 








Symphonette, a group of the world’s finest musicians under the leadership 





of Macklin Marrow, famous American Conductor, and acclaimed as one 





of the finest of radio programs. 








THE WORLD'S MOST HONORED MUSIC 
radio programs sponsored by Longines over 
a large list of radio stations headed by WJZ, 
New York, WMAQ, Chicago, and WBAL, Bal- 
timore, represents a substantial addition to 
the Longines-Wittnauer 1941 advertising pro- 
gram. It rounds out our largest campaign 
which already includes The Saturday Even- 
ing Post, Life, Collier's, Time and 20 other 
national magazines; car and bus advertis- 
ing in 200 cities; time signal announcements 
over a large list of stations, and sports ad- 
vertising at more than 1000 sports events, 
special displays, etc., etc. For 1941, Longines- 
Wittnauer is the one fine line no fine jeweler 


can afford to be without! 


AND 30 
LEADING RADIO STATIONS 
THROUGHOUT THE COUNTRY 


As this advertisement is re- 
leased for publication, the com- 
plete list of stations which will 
broadcast The World's Most 
Honored Music programs was 
not available. 


Among the stations already on 
the list are: 


IMPORTANT 
NOTICE TO 
LONGINES- 


WITTNAUER 
AGENCIES 





The World's Most Honored Music Radio Pro- 
grams are available for local sponsorship 
by Longines-Wittnauer jewelers either as 15 
minute or half hour shows. Programs are 
designed for local announcements for your 
This is the greatest 


radio opportunity ever offered in watch mer- 


store and business. 


chandising. These programs can compete 
with the finest net-work shows. The Lon- 
gines-Wittnauer jeweler has in the World's 
Most 
“natural” for the promotion of retail watch 


Honored Music programs a radio 


and jewelry sales. If interested in local spon- 
sorship write or wire, today, for full details. 
LONGINES-WITTNAUER WATCH CO., INC., 
580 FIFTH AVENUE, NEW YORK, N. Y. 
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WJZ New York 
WMAQ Chicago 
WTAM Cleveland 
WKYN Philadelphia 
WBAL Baltimore 
WHBF Rock Island 
WDNC_ Durham 
WXYZ _ Detroit 
KELO — Sioux Falls 
KWK _ St. Louis 
WKRC_ Cincinnati 
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HOW BIG STONE WILL BE DIVIDED 


Life-size photo of a glass replica shows 
how Harry Winston proposes to saw 
and cleave the 726.6-carat Vargas dia- 
mond. After being sawed along line 
A-A', it will be cleaved along the nine 
solid lines. Dotted lines indicate saw- 
ings. These operations, of course, will 
be straight, although some of the lines 
in the photo appear to curve, because 
of the contours of the diamond. 


Vargas Diamond Cutting Is Started 


HE Presidente Vargas diamond looked like a 

partly oxidized map of Brazil when two Brazilian 
farmers discovered it to their great good fortune on Aug. 
13, 1938, in the bed of the Santo Antonio river. 

But last month two momentous changes had occurred 
with this 726.6-carat gem—the largest known diamond 
ever found in the western hemisphere, and, exceeded by 
only the Cullinan and the Excelsior, the third largest 
ever recovered anywhere in the world. In the first 
place, three weeks of soaking in hydrofluoric acid h:d 
completely dissolved the metallic discoloration which 
had been deposited during geologic ages on two edges 
of the stone. Except for removing the oxidation, the 
acid, of course, had absolutely no effect on the stone, 
which now shone through its skin with a magnificent 
bluish luminescence characteristic of fine uncut dia- 
monds. 

Second big change in the Vargas from the way it 
looked to its finders, the Evancio brothers, was that the 
great stone no longer resembled the complete map of 
Brazil. The extreme “southern extremity” had been 
shorn from the rest of the stone—successful result of 
the first sawing operation. 


23 GEMS TO BE WORTH $2,000,000 


Both of these developments, first steps in the trans- 
formation of the Vargas rough into 23 polished stones, 
with an estimated value of $2,000,000, occurred in the 
offices of its owner, Harry Winston, at 620 Fifth Ave., 
New York. 

To the popping of press photographers’ flash bulbs 
and the glare of movie cameramen’s spotlights, the Var- 


gas diamond was put to the saw on April 10. Mrs. 
Edna Winston, Harry Winston’s wife, pressed the switch 
at 11:45 o'clock that morning, when Adrian Grassely, 
Mr. Winston’s head cutter who had been posing since 
10 o’clock with the diamond in response to photogra- 
phers’ ‘requests, finally adjusted the diamond in the 
sawing apparatus and called “ready” for the current. 


FINDERS MIGHT HAVE DISCARDED !T 


But the commencement of cutting operations is only 
one chapter in the Vargas story, which began nearly 
three years ago. Joaquim and Manuel Evancio, farmers, 
on the afternoon of Aug. 13, 1938, discovered a piece of 
rock that looked something like a chunk of salt. Joa- 
quim was for tossing it away, but Manuel saw the rays 
of the sun penetrate through the skin into the interior; 
he took it to a broker in Rio de Janeiro, and sure enough 
it was pronounced a diamond-—and a great one. The 
broker paid the farmers well for the stone and named 
it the Vargas, after Getulio Vargas, president of Brazil. 

Harry Winston was among the diamond merchants of 
New York, Amsterdam, Antwerp, London and Johan- 
nesburg who speeded to Rio, in quest of the stone. But 
by the time Mr. Winston reached the Brazilian capital, 
the gem had been sold and shipped to Amsterdam, so 
he proceeded to the diamond centers of Europe, where, 
after months of negotiations, he gained the stone. Be- 
fore being shipped to the United States, the stone was 
insured for about $1,000,000. It was sent by registered 
mail, at a cost of 70 cents for postage. 

Great study naturally precedes the cutting of every 
major diamond, and the Vargas was no exception. For 
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RONSON COAST-TO-COAST 
15 Minute “tive” (not transcribed) 
RADIO BROADCAST 
“PAUL SULLIVAN REVIEWS the NEWS” 
Friday Evenings. 
COLUMBIA BROADCASTING SYSTEM, 
23 Major Stations. 





NS 
for Gift Events, means Extra Dollars 
and is darn good sense” 


44Over ten million RONSONS have been sold to date. 
More and more, smokers prefer RONSONS to matches.// 





This impressive statement is appearing in every RONSON ad, is heard on every 
RONSON radio broadcast and reproduced in every piece of RONSON literature. 


* a 
Said another way: “Smokers all over the country are getting the RONSON 
habit. This simple fact explains why RONSONS sell so well the year around.” 
2 * 7 
Now cash in on RONSON’S terrific gift appeal during the current gift months. 
Remember, it’s a cinch to sell people “‘who’ve got the habit.” 


SEND FOR THESE FREE SALES AIDS 


They'll give you a larger share of this extra RONSON business by telling prospects in your trad- 
ing area you have the RONSONS they’ve been hearing about in RONSON ads in national 
magazines like those shown at the left and in RONSON radio broadcasts as shown above, 


FREE—set of four FREE—RONSON spe- FREE—RONSON folders 
miniature display cards cial May-June gift mats for your mailings and 
for your windows. for your newspaper ads. packages. 


And, of course, back up your promotion by ordering a liberal supply of RONSONS today. 


TRADE MARK REGISTERED 


ONSON 


WORLD'S GREATEST LIGHTER 


Keep RONSON customers See complete, exciting RONSON lines ART METAL WORKS INC., Offices and 
satisfied by selling only genu- _— through your jobber or at these perma- Factory: Aronson Sq., Newark, N. J. « 
ine RONSON fuel, igniters and nent display rooms—New York: 347 Canada: Dominion Art Metal Works, 
wicks. Satisfied RONSON users Fifth Ave. «+ Chicago: 36 South State Ltd., Toronto « England: Ronson Prod- 
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more than a year Mr. Winston and his experts examined 
every aspect of the flat-shaped, irregularly outlined 
stone, whose entire interior was without flaw or imper- 
fection of any kind, and was the color of pure water. 
Plaster models and glass replicas were made, exactly 
duplicating the shape and grain indications of the Var- 
gas diamond, and one after another were discarded as 
various ways of dividing the stone for the maximum 
yield of marketably sized stones were devised and _ re- 
jected. 


THREE WEEKS FOR FIRST SAWING 


Finally, intricate mathe.aatical computation resulted 
in the plan for sawing and cleaving the big diamond as 
shown in the accompanying chart, which was made from 
a replica of the Vargas, marked with India ink. It was 
decided to saw first, along dotted line A-A’. 

The phosphorbronze saw, its rim coated with diamond 
dust and olive oil, began cutting into the stone at point 
A, and at the end of the first day had progressed less 
than one thirty-second of an inch. Adrian Grassely, 
cutter in charge, predicted that the segment would be 
sawed off in approximately three weeks’ time. 

Some of the special preparations necessary to saw a 
stone of the Vargas’ great proportions may be seen on 
the front cover of this issue. Instead of being gripped 
by the usual fork-shaped clamp, the Vargas was em- 
bedded in multen lead in a cup, and the arm of the 
sawing machine had to be heavily weighted to partly 
counterbalance the weight of the stone. 
is the man shown in this picture. 


Mr. Grassely 


PEAR-SHAPED GEM TO BE CUT FIRST 


A pear-shaped stone, of 20 or more carats, will be cut 
All of the 22 other finished stones will 
be emerald-cut, and will range in size from five to 50 
carats, for an expected yield of 50 per cent of the 
rough weight of the diamond. This yield will compare 
favorably with either that of the Cullinan, 34 per cent, 
or the Excelsior, 37.5 per cent. 

Next step after sawing along dotted line A-A’ will 
be to cleave along heavy line B-B’—the first of nine 
proposed cleavings, all of which are indicated by heavy 
lines on the chart. Subsequent cleavings are intended 
along lines C-C’, D-D’ and E-E’, all of these in the 
same direction, followed by cleavings along lines marked 
F, G, H and I, to produce seven blocks. The portion 
above line B-B’ will be cleaved along line J. 

The balance of the work will entail months of sawing, 
along the various dotted lines. Faceting and polishing, 
which ultimately give brilliancy through refraction, will 
follow. The whole process will be completed about 
July, 1942, 15 months after the start of the first sawing 
operation. 


from this piece. 


One person with a special interest in the stone who 
unfortunately could not witness the start of the cutting 
operations was Miss Alzira Vargas, daughter of Brazil’s 
President Getulio Vargas. Miss Vargas, who is at 
present in the United States, will, however, see the 
initial cleaving operation sometime early in May. 

Before being cut, the Vargas was the largest chunk 
of diamond known to exist in the world. Second largest, 
at the time, was the Cullinan No. 1, or the Star of 





Africa, a drop-shaped brilliant weighing 530.2 carats, 
mounted in the sceptre of the British regalia. 

Had it been commercially desirable to cut the Vargas 
into a single stone, instead of into 23 gems as is now 
intended, a square-cut gem of 450 carats could probably 
have been obtained. However, where was the super- 
millionaire or the fabulously wealthy potentate who 
could purchase a diamond of such colossal size and 
price? 

Among all the rough diamonds known to have been 


found since diamond-digging started ages ago in India, 
only the Cullinan (weight 3106 carats) and the Excel- 


Ad-ian Grassely marks the big Vargas diamond with India ink to 

indicate the line of the first sawing. Veteran diamond cutter Grassely 

never stepped more than a few feet away from the stone during the 

three weeks it was on the sawing machine for the first slice. Now 
he'll verform a series of nine cleavings. 


sior (weight 995.2 carats) exceeded the rough weight of 
the Vargas. Both the Cullinan and the Excelsior came 
from South Africa. 


EXCEEDS JONKER BY LESS THAN CARAT 


Until the discovery of the Vargas in Brazil, the 
Jonker ranked as the third largest diamond. By re- 
markable coincidence, the Jonker rough weighed 726 
carats, a mere six-tenths of one carat less than the Var- 
gas. Winston, as, of course, all the trade knows, ac- 
quired the Jonker. 

Besides the Jonker and the Vargas, Mr. Winston has 
handled many other famous gems, including the “Lucky” 
Baldwin jewels, which Mr. Winston is said to have 
acquired for $1,000,000, and the celebrated Collis P. 
Huntington collection. Most highly prized in the latter 
was a $2,000,000 pearl necklace, consisting of 161 
pearls assembled from all parts of the world. 
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For the Sweet Girl Graduate 
... and the Blushing Bride 













You've never yet met a woman 
who didn't pine for Pearls. So 
much can be done with them. 
They set off any costume. They 
are correct at any hour. Fea- 
ture MIKIMOTO PEARLS ac- 
cordingly in your windows, store 
promotion and advertising for 


added sales and profits. 


of the Ocean" 


Since 1894 the MIKIMOTO seal 


on a necklace or bracelet has 


been a safeguard —a guaran- 
tee to you and your customers 
of the highest quality of Cultured 
Pearls — grown in the living 
oysters — by MIKIMOTO —the 
originator and inventor of 
Cultured Pearls. 





If a visit to one of our offices is not convenient, we invite your inquiry by mail. 


h. MIKIMOTO, ING. 




















55 E. Washington St., 630 FIFTH AVE., 209 Post St., 
Chicago NEW YORK San Francisco, Cal. 
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cappe (kap-pay’). Octahedral-shaped 


cleavage. Dutch term. 

caput mortuum. Iron oxide, for pol- 
ishing. 

earacoly. (kar-a-koll’-y). An alloy 


of gold, silver and copper, used by 
the Carib Indians. 

carafe. Bottle for serving water at 
the table. 

earat. A unit of weight for gem- 
stones. Although it has varied 
from time to time, the now gen- 
erally accepted standard is the 
metric carat, which is equivalent 
to 200 milligrams, or one-fifth of 
one gram; to 3.08647 grains Troy, 
and to 0.00705478 ounces avoirdu- 
pois. The word carat comes from 
the name of a seed, which was 
first used as a weight, but there is 
uncertainty about the exact origin; 
it may have been the Greek kera- 
tion or the African kuara. This 
word is not to be confused with 
karat, which is a term denoting 
the ratio of fine gold in an alloy. 
See KARAT. 

carat gold. See KARAT GOLD. 

carat goods. Diamond parcels in which 
the stones average one carat each. 

carbon. An element. Diamonds, graph- 
ite, and carbon black are all car- 
bon; the carbonates, like calcite, 
contain some carbon in combina- 
tion with other elements. In the 
trade carbon is used as an abbre- 
viation of carbonado, and black 
inclusions in diamond are called 
carbon specks, though they are 
probably not carbon. 

carbonado (kar-bon-ah’doe). Black 
porous diamond, resembling coke 
in appearance. It is a mass of 
small crystals, often harder than 
ordinary diamond and very valu- 
able for cutting purposes. It 
ranges from dark gray to black in 
color. Much of it comes from Cin- 
cora district of Brazil. Also called 
carbon and, erroneously, carbonate 
in the trade. 

carbonate. See CARBON. Also a trade 
misnomer for carbonado. 

carbon pin points. Trade name for 
small black specks in diamonds. 
See CARBON. 

carborundum. A brand-name of an 
artificial abrasive material, be- 
tween 9 and 10 in hardness, made 
by fusing and crystallizing sand, 
coke, and sawdust in an electric 
furnace, producing crystals that 
are pulverized into abrasive grains 


of assorted sizes, used in granular 
form, and made into grinding 
wheels and stones. 

carbunclee A name of the middle 
ages which referred to any cabo- 
chon-cut red stone. Rubies, spinels 
and garnets were included. Today 
it is generally used with reference 
to a cabochon-cut garnet. 

card jewelry. Jewelry prepared for 
sale by pinning or sewing the 
goods on cardboard, as an aid in 
displaying the goods; characteris- 
tic of medium- and low-priced, 
rather than of fine jewelry. 

carillon. French for chimes; Swiss 
earillon watches have striking 
work like clock chimes, instead of 
the typical repeater striking work. 
See CLOCK-WATCH; CHIME. 

carnelian. Sometimes spelled  cor- 
nelian. A reddish brown, orange 
brown or yellow brown variety of 
chalcedony. Used in inexpensive 
jewelry and in carved Chinese ob- 
jects. It grades into sard with 
increasing brown tones. The color 
is caused by iron oxide. 

carnelian onyx. Agate with red and 
white bands, sardonyx. 

carneol. See CARNELIAN. 

carriage clock. A small clock with 
balance instead of pendulum, usu- 
ally with a leather-covered carry- 
ing case for portable use, formerly 
carried on journeys by coach or 
carriage. 

carrier. A clamp to rotate work held 
between centers in a lathe. See 
DOG. 

carrousel (kar’u-zell). English term 
for watch mechanism in which the 
balance and escapement is mounted 
in a rotating carriage that con- 
tinually varies its position, to cor- 
rect position errors in timekeeping. 
See KARRUSEL; TOURBILLON. 

cartouche (kar-toosh’). A symmetrical 
ornamental tablet 
used in decoration or 
in engraving. Also 
a conventional fig- 
ure usually sym- 
metrical enclosing a 
maker’s mark. 

carving set. Consists 
usually of three 
utensils, knife, fork 
and sharpening steel, 
in various sizes de- 
pending upon the purpose for which 
they are intended. The blades 
commonly are of the following 
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Cartouche 








lengths: roast set, eight or nine 
inches; game set, seven inches; 


steak set, six inches. Game or 
poultry shears sometimes are part 
of the game set. 
cascalhos (kas-kal’yos). Portuguese 
name for gem-bearing alluvial sand 
and gravel deposits. 
case. The protective box covering the 
mechanism of a watch or clock. 
case-screw. <A _ screw, with full or 
three-quarters head, to fasten 
watch movement in case. 
case springs. 1. In a hunting watch 
case, the lift spring that opens the 
lid when the crown is_ pressed, 
2. The lock-spring with a latch, 
released by pressing the crown, to 
allow the lift-spring to open the 
lid of a hunting watch case. 
case stake. A steel anvil held in a 
bench vise, for forming operations 
on watch cases. Case stakes are 
made of varying shapes to enter 
all parts, forms, and sizes of watch 
cases in manufacturing and re- 
pairing operations. 
cash. Chinese precious metal weight, 
37% milligrams. 
Cashmere sapphire. See KASHMIR. 
cassiterite (kas-sit’er-ite). The ore of 
tin. Crystals vary from black to 
light brown, yellow or grayish 
brown in color; rarely, clear 
crystals have been facet-cut for 
collectors. ‘ 
cast border. An applied border of 
silver cast in a mould and soldered 
to the silver article, such as a tea 
pot or a meat dish. 
caster. 1. In the United States, a 
stand to hold cruets, 
5 
0) 


vials and other small 
vessels used to con- ) 
tain condiments at or 
the table. 2. In 

England, a_ sugar 
dredger or sifter, or Ca 
a salt or pepper 


shaker, used as a 
table appointment. 
Often made in sets 
of three, casters date 


from the middle part iiiibia teed 
of the 16th century U. S.; below, Eng. 
and were so named 
because they “cast” their contents. 
Sugar casters are also called muf- 
fineers. 

casting. A process for forming an 
object by pouring melted metal 
into a hollow mold; often used for 
duplicating a piece of jewelry, 
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Factory Whistles Play the Wedding March 


¢ Defense contracts are spreading 12 billion dollars into towns from Maine 
to California. Every community will be affected. ‘Tremendous payrolls. 
New spending. The economic barrier to marriage for millions of young 


couples is dissolving as factory whistles tootle new prosperity. 


¢ Alert jewelers are pointing their own promotion activities at this booming 
engagement diamond market . . . by tying-in, with window displays, direct 
mail, radio and newspaper advertising, to the dramatic national diamond 


campaign which young lovers everywhere are reading. 


¢ Are you taking advantage of this profit picture? Handsome promotion 
material has been prepared to help you. Write The Reuben H. Donnelley 
Corp. (Diamond Promotion Dept.), 305 East 45th Street, New York. 
De Beers Consolidated Mines, Ltd., and Associated Companies. 








THE JEWELERS’ CIRCULAR-KEYSTONE 59 
for May, 1941 








a 


A JEWELERS' DICTIONARY 
(From page 58) 


using the original piece as a pat 
tern for making the mold. 

Catalin (kat’a-lin). A modern plastic 
with the same uses as_ bakelite, 
ete. 

Catalina sardonyx. See CATALINITE. 

catalinile. Variegated jasper pebbles 
from Santa Catalina Island, Cali 
fornia. 

eatch. 1. A hook on a brooch, bar pin, 
or other piece of jewelry, that en- 
gages an end of the pin that holds 
the piece to the clothing. 2. Safety 
catch. A eateh that has a hinged 
ov sliding piece added, to lock the 
pin in the catch to prevent loss of 
the piece of jewelry through acci- 
dental unhooking of the pin. 

cathode. A’ terminal by which an 
electric current leaves the sub- 
stance through which the current 
passes; the negative pole. In an 
electroplating bath, the object 
being plated is the cathode. See 
ANODE. 

cat's eye. The name given to a gem 
which, when cut cabochon, shows 
a single light streak across its 
face, It is caused by innumerable 
parallel inelusions, of minute 
needle-like crystals or of tubular 
cavities, the sides of which reflect 
light. Cat’s eyes are known in 
many stones, but the unmodified 
word refers to chrysoberyl. Tour- 
maline cat’s eyes, cordierite, diop- 
side, and scapolite cat’s eyes are 
not uncommon. See also TIGER 
EYE; BAVARIAN QUARTZ CAT’S EYE} 
HAWK’S EYE; ORIENTAL CAT’S EYE; 
CYMOPHANE; ASTERISM; CHATOY- 
ANCY, 

eat’s eye opal. A harlequin opal with 
a cat’s-eye-like line, usually green. 

cat's eye sapphire. See GIRASOL SAP- 
PHIRE, 

catty. Far Eastern” mint 
601.388 grams. 

caudle cup. An English two-handle, 
shallow drinking cup, used for 
caudle, which was a hot drink of 
thin gruel, mixed with sweetened, 
spiced wine. Used in the 17th cen- 
tury. Similar in style to the En- 
glish porringer. 

celery dish. Oval or oblong dish, sub- 
stantially the length of a trimmed 
celery stalk. 

celery and olive dish. Oval or round 
dish, sometimes glass lined, usually 


weight, 








A GLOSSARY OF TRADE TERMS 


This is the sixth installment of a 
comprehensive dictionary of trade 
and technical terms used in the 
jewelry industry. Succeeding sec- 
tions will be published every month 
in these pages. It will be useful to 
preserve a file of the numbers con- 
taining the various installments. 
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with space in the center for celery 
and compartments fer olives on 
each side. 

celestial stone. Turquoise. 

cement-brass. A brass piece to be 
held in a lathe chuck, 
and on which is c¢e- 
mented work to hold 
it for turning opera- 
tions. Cement brass- 
es are made of vari- 
ous sizes for holding: Rocce 
flat and cylindrical 
work, 

center-distance. Distance measured 
between the exact centers of mo- 
tion of a pair of gear wheels, or a 
wheel and pinion, that work to- 
gether. This measurement is equal 
to the sum of the pitch-circle radii 
of both members of the gearing, 
and each radius is proportional 
to the number o@f teeth or leaves 
in its wheel or pinion. The heights 
of addenda are of course not in- 
cluded in measurement of the cen- 
ter-distance. See ADDENDUM. 

center of oscillation. A point on the 
length of a pendulum, the distance 
of which from the center of sus- 
pension equals the length of a 
simple or theoretical pendulum, 
hoth beating the same time. The 
center of oscillation is always 
somewhat below the center of 
gravity of the pendulum. 

center pinion. The pinion in the train 
of a watch or clock of usual design, 
that is driven by the main wheel 
of the power plant, with a pro- 
longation that carries the minute 
hand and the cannon pinion of the 
dial train. 

center-post. Center-arbor; or center 
pin. <A prolongation of center 
pinion through the dial train and 
dial, carrying cannon pinion and 
minute-hand. In European-made 
watches the center-post is some- 
times a pin fitted friction-tight in 
a hole through the entire length of 
the center-pinion, with a squared 
lower end for key, to set the hands. 

center punch. A_ steel punch with a 
V-shaped point, for marking loca- 
tions on metal work and for start- 
ing holes to be drilled. 

centers. 1. Lathe centers—-steel tapers 
with V-points, held in female 
tapers in lathe chucks, tailstock 
spindles, ete. 2. Locations of cen- 
ters of motion for rotating parts 
in watch and clock mechanisms. 

center-seconds. A hand indicating 
seconds read on the minute dial, 
its motion concentric with that of 
the hour and minute hands. See 
SWEEP SECONDS. 

centers, line of. 1. In gearing, a line 
representing the cen- 
ter-distance. See 
CENTER-DISTANCE, 2. 
In representing an.) 
escapement, a_ line 
drawn from the bal- 
ance center to the 
pallet center of a 
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Cement Hrass 


Line of centers 


lever escapement; or from the 
balance center to the escape wheel 
center of a chronometer or a cy- 
linder escapement. The angular 
measurements of escapement ac. 
tion should be equal on both sides 
of the line of centers. 

center wheel. A toothed wheel fast- 
ened to a center pinion; it drives 
the third pinion of the train. 

ceragate (sir’a-gate). A wax-yellow 
colored chaleedony. See CARNELIAN 
and SARD. 

ceramic (sch-ram’‘ik). Made of baked 
clay; for instance, porcelain, china, 
and other varieties of pottery. 

cereal spoon. See DESSERT SPOON. 

cerkonier — (ser-kon’yer). — Ceylonese 
term for colorless to pale straw- 
yellow zircon. 

certificate watch. See 
WATCH. 

Certified Gemologist. A title granted 
by the Gemological Institute of 
America to persons who have suc- 
cessfully completed the Institute's 
course of study in gems. 

Certified Watchmaker. One who has 
passed the examination for that 
grade of ability, offered to watch- 
makers by the Horological Insti- 
tute of America. A less advanced 
grade of examination and certifi- 
‘ation by the Institute is that for 
Junior Watchmaker. 

cerulene (seer’u-leen). Trade name 
for an Australian calcite colored 
green and blue by malachite and 
azurite. This coloring is not un- 
common, and cerulene is” rarely 
used as a gem or decorative mate- 
rial. 

ceylanite. See CEYLONITE. 

Ceylon chrysolite. Misnomer for yel 
low-green tourmaline. 

Ceylon cut. Mixed cut. 

Ceylon diamond. Misnomer for color- 
less zircon. 

Ceylon garnet. Almandine = garnet 
from Ceylon, sometimes sold under 
the misnomer Kandy spinel. 

Ceylon hyacinth. Misnomer for hes- 
sonite garnet. 

Ceylon opal. Mi:nomer for moon- 
stone. 

Ceylon peridot. Misnomer for yellow- 
green tourmaline. 

Ceylon ruby. Misnomer for almandine 
garnet. True rubies, of a light, 
raspberry-red color are found in 
Ceylon, with sapphires and other 
stones. A bluish tinge in these 
stones is intensified by heating and 
most Ceylon rubies are treated in 
this manner. 

Ceylon sapphire. Usually taken in 
the trade to mean a_ somewhat 
paler blue sapphire than the Kash- 
mir. The proportion of deep- 
colored Ceylon stones is smaller 
than the proportion in Siam. 
though the cornflower blue color 
does occur. 

Ceylon zircon. Name _ given to a 
cloudy fire red zircon. 


BULLETIN 


(To be continued next month) 
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“Cemiformation Please” 


Ask yourself these 25 gem-quiz questions. (Answers in small type at bottom 


of the page. but don’t peek now.) Count four for each correct answer. Hf 


you're not a student of gemology.a mark of 28 is excellent. For gemologists, 


60 is good: 72 is dandy: a mark over 80 makes you a John Kieran 


by ARTHUR W. MULLER, C.G.., 
secretary, New York Chapter, American Gem Society 


66 ERMAN lapis’ is really lapis lazuli. ‘True? 
False? (Underline one.) 


2. What is the birthstone for May? ............... 
(Write name here.) 

3. Name the six platinum metals. 1. ............ 
wre sete eee a By. irae e hares re er neta 
5 LA eee eo wee Di bes aan ‘ 


t. Asteriated gemstones (star stones) always contain 


six rays. True? False? (Underline one.) 


5. Name five species of the garnet group. 1. ...... 
etre Bi suessccewes 3 aerend reece a ; 

Cee. eee ee ee 

6. Name two green stones harder than zircon. 
i. seavee Gata a ee ee ea ve 


which would be the largest: Green zircon, emerald, 
green tourmaline, jadeite? ................ 

8. What have diamond, spinel and garnet in com 
WORE va8icinieees 

9, Name four varieties of crystalline quartz. 


10, Precious moonstone is a variety of ............ : 

11. Which of the following stones is a variety: Spinel, 
albite, almandite, agate? (Underline your choices. ) 

12. What is a rubellite? ........ peeriae's 

18. Which of these materials is not organic: Pearl, 
coral, jet, obsidian? (Underline your choice.) 

14. What is the purpose of a polariscope? ........ 


Gem-quiz answers. Cover this part of the 


1. False. Stained chalcedony quartz. 
2. Emerald. 


3. Platinum, palladium, rhodium, ruthenium, iridium, osmium, 

4. False. Four- and 12-ray stars also occur, and in freak stones three, 
five and ten rays have occurred. 

5. Almandite, pyrope, rhodolite,  spessartite, grossularite,  andradite, 


uvarovite. 

6. Green diamond, green sapphire, chrysoberyl, spinel, emerald. 

Emerald, because it has the lowest specific gravity. Tourmaline 

next then jadeite, with zircon the smallest, because its specific gravity 

is the highest. 

. All crystallize in the cubic (isometric) system. 

9. Rock crystal, amethyst, citrine (topaz quartz), cairngorm (smoky 
quartz), rose quartz, milky quartz, rutilated quartz, aventurine, 
tiger’s-cye, asteriated quartz, quartz cat's-eye, prase, siderite. 

10. Orthoclase feldspar. 

11. Agate, a variety of chalcedony. The other gems are species. 

12. Rose-red or pink tourmaline . 

13. Obsidian is a volcanic glass, and therefore inorganic. 

14. To determine whether a gemstone is singly or doubly refractive, and 
thus to aid in its identification. 

15. Malachite and peridot are colored by some essential constituent of the 
mineral, as all all idiochromatic stones. 


“ 


15. Which of these stones are idiochromatic (self- 
colored, the color being due to some essential constit- 
uent): Green sapphire, malachite, demantoid garnet, 
tourmaline, peridot? (Underline your choices. ) 

16. How many facets are there on the crown of a 
hetiiant-cut diamond? .....cccccssvesevtceverre “ea 


(. 


Kohinoor; (2). the Star of Africa; (3), the Star of 
South Africa; (4), the Star of the South. ............ 
(Write correct name here.) 

18. What is another name for morganite? ....... ‘5 


19. A synthetic ruby can be distinguished from a nat- 
ural ruby with a refractometer, True? False? (Un- 
derline your answer. ) 

20. In relation to the diameter of the girdle, the 
diameter of the table of an American cut brilliant should 
be approximately: 80 per cent, 69 per cent, 53 per cent, 
27 per cent. (Underline one.) 

21. There are only three important modes of forma- 
tion of gems. ‘True? False? (Underline your answer.) 

22. There are four directions of cleavage in the dia- 
mond, True? False? (Underline your choice.) 

23. The emerald is harder than jade. True? False? 
(Underline your choice.) 

24. Tiger-eye is petrified wood. Truc? False? (Un- 
derline your choice. ) 

25. Copal is a petrified coral, True? False? (Un- 


derline vour choice. ) 


page fill you've finished the questions. 


6. Thirty-three facets: eight star facets, eight bezel facets, 16 top half 
or break facets and the table. 

17. The Star of Africa, also known as the Cullinan 1, weighs 530.20 
carats. It is mounted in the British royal scepter. The star of the 
South weighs 125.5 carats; the Kohinoor, 106.1 carats, and the Star 
of South Africa, 46.5 carats. 

ik. Pink or rose-red beryl. 

19. False. Their refractive indices are the same. 

20, 53 per cent, 

21. False. There are four modes: From solution, from fusion, by meta- 
morphic processes and by organic processes. 

22. True. These four directions of cleavage lie parallel to the faces of 
an octahedron, 

23. True. Emerald (beryl) is 714 to 8 in hardness, and jade 6 to 7 
(jadeite, 614 to 7; nephrite, 6 to 6%.) 

24. False. Tiger eye is quartz which is pseudomorphous after crocidolite. 
In other words, the mineral crocidolite has been altered chemically 
and crystallographically, yet retained its original fibrous texture. 

25. False. Copal is a natural resin similar in appearance to amber. 

Because it is readily soluble in alcohol, ether, etc., it is used greatly 

in varnishes, lacquers, etc. Only the hardest varieties of copal are 

cut as gems. 
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HETHER hair hangs in tresses, or is swept up 
pompadour-style fore and aft, ears will be out in 
the open during the spring and summer of 1941. Hats, 
too, accent the ear, being off the face and with a feeling 


of height. So earrings are the ear-mark of the fashion 
picture, with both coiffures and chapeaux demanding 


ornaments for milady’s ears. 

The sketches on this page, made especially for 
JewELers Circutar-Keystone by Kaye Jordan Co., 
jewelry style coordinators, show a wide range in con- 
temporary ear decoration. Four of the seven designs are 
derived from the classic past. 

1. Uraeus, the representation of the sacred asp, an- 
cient Egyptian symbol of royalty, inspires a modern 
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earring. 2. Iret motives found on many old Grecian 
vases are the source of this design. 3. This swirl motive 
dates back to Roman decoration. 4. Cashmere paisleys 
suggested the leaf and tendril thought for this earring 
idea. Designs 5, 6 and 7 are purely modern—gracefully 
tailored. 

‘arrings are almost as old as recorded time. The 
Egyptians wore them over 4000 years ago, and when 
one studies old Egyptian art and wall paintings, one 
gets the impression that the women of those early days 
and the modern women are sisters under the skin when 
it comes to jewel adornment. 

The first really artistic earrings recorded, were used 
by the Babylonians. Men wore them as a symbol of 
rank. Also, the Persians, Phoenicians and pre-Hellenic 
races wore magnificent earrings to symbolize their social 
and economic standings. 

In the early Grecian days, earrings were worn by 
both men and women not only as an ornament but also 
as a token to keep away evil spirits. There were two 
distinct types of earrings in favor: One, which fitted 
closely to the ear, covering the entire lobe, and the 
other of a pendant type, which often had drops as long 
as three inches. 

Earrings, at one time in Rome, were of such a fashion 
that they represented one of the greatest extravagances 
of that era. Beautiful earrings set with emeralds, rubies, 
sapphires and garnets, usually cabochon cut, were the 
vogue at that time. Pearls also were popular. 

During the third century, when the imperial court was 
established in Byzantium, earring designs became even 
more luxurious. 

During the Middle Ages, when heads were covered 
and heavily veiled, the styles for earrings declined and 
practically disappeared. However, with the coming of 
the Renaissance, they regained their popularity and be- 
came even more elaborate. Earrings in this period some- 
times reached down as far as the shoulders. 

In England, many men of the highest aristocracy 
showed great pride in their earrings. Earrings were 
worn by men such as Sir Walter Raleigh, and the Earl 
of Somerset. When Charles I walked to the scaffold, he 
carefully removed his earrings and handed them to a 
faithful friend. Charles III of France and his entire 
court took great delight in the selection and display of 
their jewels. During the 17th century, pearls were 
popular stones for earrings. However, with the success 
of the Dutch lapidaries in producing brilliantly faceted 
stones, the diamond became the favorite for earrings. 

At the end of the 19th century, the popularity of ear- 
rings again declined. At that time, it was still necessary 
to pierce the lobe of the ear in order to attach the ear- 
rings. With the turn of the century came the invention 
of the screw-button, which allowed all types of earrings 
to be attached without requiring the piercing of the ear. 
This invention started a new wave of popularity of ear- 
rings. 

Today, earrings are as important to the well-dressed 
woman as almost anything else she buys for her personal 
adornment. 

Other jewelry designs by the recently organized Kaye 
Jordan Co. will appear in future issues of THe Jewet- 
ers’ Circutar-Keystone. Sol P. Kaufman and Robert 
M. Jordan are the principals of Kaye Jordan Co. 
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STYLE SHOW YIELDS SALES 
(From page 47) 


born in February, and this group received information 
about the February horoscope and February’s birth- 
stone, the amethyst, “symbol of sincerity.” Similarly, 
horoscope and birthstone information was provided for 
each of the remaining months; in each instance the per- 
sons born in the particular month were asked to raise 
their hands, so that by the time this part of the pro- 
gram was finished each member of the audience had 
identified himself or herself with some one of the stones. 

As each month was mentioned, the corresponding 
birthstone ring was passed through the group on a ring- 
stick, made of tissue paper, which made them not only 
easy to handle, but also easy to collect and check. 

All of the foregoing built up interest in the program’s 
main event, the fashion show itself, in which seven 
models — four young women and three young men— 
demonstrated the importance of jewelry and watches 
in smart and correct costuming for daytime and evening. 
The 42 pieces of jewelry store merchandise which were 
shown by the various models ranged in price from $2.95 
to $550, with a median price of about $20. 

Each jewelry ensemble was practical and in moderate 
price range, such as a jeweler’s typical customer might 
be expected to afford. The first group, for instance, 
worn by a young matron, dressed in a suit, had a total 
retail value of $235.70. It consisted of a karat gold 
diamond solitaire, $110; a diamond wedding band, 
$47.50; a lapel watch, $19.75; a handbag, $1.95, and 
a cigarette lighter and case with compact, $11. 

Jewelry with a retail value of $57.75 was modeled by 
a young man dressed for college—karat gold cameo ring, 
$13.75; wrist watch, $24.75; cuff links, tie and color 
holder set, $6.75; pen and pencil set, $5; billfold, $3, 
and cigarette lighter, $4.50. 

For an afternoon gown, the following selection was 
presented: Diamond and ruby watch, $550 (this was the 
costliest article shown in the entire style review) ; syn- 
thetic ruby ring, $35; clip, $3.50; diamond ring, $350; 
handbag, $2.95, and compact, $5. 

Curiously, the retail value of the jewelry and acces- 
sories shown for a typical business man was almost 
exactly twice that of the selection advocated for the 
college boy. It came to $114.25, made up as follows: 
Diamond fraternal pin, $10; wrist watch, $49.50; pen 
and pencil set, $19.75; billfold, $5; onyx ring, $22.50, 
and gladstone bag, $12. 

Formal styles for both men and women were shown. 

The jewelry selected for the woman’s formal model 
included a zircon ensemble of necklace at $27.50, brace- 
let at $18.50, and ring at $19.75; a diamond cocktail 
ring, $250; an evening bag, $5, and a compact, $5. The 
young man who modeled formal accessories had a stud 
set, $5; a pocket watch, $42.50; a gold fob, $5.75; a 
combination lighter and cigarette case, a diamond ring, 
$75, and a black leather billfold, $5. 

The fashion show closed with the Bridal Chorus from 
Lohengrin and a ‘‘bride’”’ who modeled a cultured pearl 
necklace, $50; a platinum and diamond engagement 
ring, $250; a platinum and diamond wedding ring, $55; 
a platinum and diamond wrist watch, $225, and a pearl 
and diamond ring, $25. 

A newspaper photographer snapped the models as 
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they appeared, which incidentally added a touch of 
importance to the affair for the spectators. The evening 
was hospitably ended with refreshments informally 
served to the guests and models. The guests were then 
free to inspect the store’s merchandise exhibits, which 
included reproductions of famous antique rings, loaned 
by J. R. Wood & Sons. 

So much for a description of the show, what about 
its tangible results? 

“Even though the review was presented solely as an 
educational feature for a college center,’ Miss Snively 
said, “many sales have been directly accounted for, as 
the result of the fashion show’s publicity. 

“Aside from this point of view, the cooperation, the 
enthusiasm, and the new inspiration—which is needed 
in any sales organization occasionally—shown and felt 
by the employees were well worth the effort. 

“Our jewelry fashion review was carried out for a 
small group of approximately 50 in the store, but the 
same idea could be made as elaborate as desired in a 
larger place, such as a hotel ball room.” 


ARE YOUR WINDOWS SELLING ENOUGH? 


(From page 45) 


hearts in poster paint in contrasting colors. Sprays of 
artificial flowers are used to soften the outlines of the 
hearts. Engagement rings are arranged on circular ele- 
vations covered with discs of silk harmonizing in color 
with the hearts. Teaspoons are laid on other similar 





discs on the floor of the window. The window copy 
reads: “Lifetime Choices—When you choose your en- 
gagement ring, select the silver pattern that will also be 
yours for a lifetime.” 

The seasonal occupation of re-decorating is drama- 
tized in the second sketch. The window copy appears on 
a scroll against the background—‘‘Re-decorating? Re- 
member Your Dining Table.” A length of wall paper 
and drapery material are hung against the background 
and through a decorative picture frame. The color of 
the fabric or paper should be repeated in a runner on 
the floor. Silver, china and crystal are arranged on the 
floor of the window. 

Gift suggestions are nearly always timely and are 
given an effective presentation in the third of the accom- 
panying sketches. Gaily wrapped gift boxes in several 
sizes are attached to the background. Giant tags lettered 
with such messages as “Thank you for a lovely week- 
end,” “Happy Birthday!” “Congratulations!” and simi- 
lar mottoes are tied to the boxes. Other smaller boxes 
are arranged on elevations in the center of the window 
and serve as a focal point for an arrangement of jewelry 
items. 


AN IDEA FOR LARGER STORES 


Are you holding “know vour store” meetings occa- 
sionally to orient your employees so that they are 
familiar with the way their particular functions tie in 
with the rest of the institution? 
















































5. NATHAN & c0., inc 


Announce the Opening” of 


MIDTOWN OFFICES at 


SALES and EXECUTIVE Departments 


Visiting jewelers and manufacturers will find the 
midtown headquarters particularly convenient. More- 
over the special stocks of stones segregated here for 
their purposes will be available with greater efficiency 


foe elo Mb eleda=tot-t-To Men bT-io) oe =) mm-10 C013 Co (onb Cod ol 


activities exclusively will result in improved service 


of these departments. 
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JOBBING and LAPIDARY Departments 


of S. Nathan & Co., Inc., CONTINUE to operate at 
71 NASSAU STREET 


downtown staff on jobbing, cutting and counter 
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WO HOLIDAYS observed in most parts of the 
U. S. will this year afford the alert jeweler an op- 
portunity to promote his wares to a public already pre- 
disposed to buy them. For Memorial Day—May 30— 
and again for Flag Day—June 14—plan now a window 
with the theme, “Express Your Patriotism” and show 
a variety of flag and emblem pins and clips. 
* * * 
orrrimes the jeweler finds it difficult to vary his 
interior displays of precious and semi-precious jewels 
and even decorative pieces. Try using low tables here 
and there with mirror tops. Their bright clarity adds 
lustre to the merchandise and attracts the attention of 


the shopper. 
* * 

ARE YOU REMEMBERING that most people do not know 
which is the birthstone of the various months? One 
corner of a window could be devoted month in and month 
out to the designated stones in turn. 

* * * 

THE STORES THAT Boast luggage departments and 
which carry ladies’ purses should note that National 
Luggage and Leather Goods Week supplies a news- 
worthy vehicle for special displays and advertising. The 
dates—June 9-14. 

* * * 

HERE’S an easy——and attractive—window trim. Take 
one hand form, loop three bands of moire ribbon 
—inch and a half wide the hand and fasten 
at the wall; fasten the other ends of the ribbon to the 
floor of your window and there you have an inexpensive 
display medium for jewelry. 

* * * 





GROUP YOUR FLOWER-MOTIF costume jewelry at various 
price levels and invite the public to come see the flowers 
that bloom in the spring in your store. With your price 
signs include the word “varieties” and other gardening 
terminology while arranging the pieces in rows in beds 


to simulate a garden. 
* * 


STILL ANOTHER “week” is coming up and furnishes an 
unusual opportunity for the jeweler to cash in on news- 
worthy events. Unusual and attention-getting will be 
your display of watches-under-water during National 
Swim-for-Health Week, June 23-28. 

* * * 

FIFTH AVENUE, New York, shops have taken to a new 
device for displaying tableware in their windows. They 
simply saw the legs off a large-size coffee table and 
place it in the window fully set as for a meal. It sounds 
as though the table would be too large for the window 
but, carefully done, such a display is tasteful and gar- 
ners interest of passersby. 

* * 

FOR YouR JUNE bridal displays, take a leaf from suc- 
cessful Christmas promotions. Arrange for soft music 
to emanate from your window with the strains of tradi- 
tional wedding themes glorifying your showings of en- 
gagement rings and wedding rings. 
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BRIDES, GROOMS BUY GIFTS, TOO 
(From page 43) 


Bohm-Allen Jewelry Co., of Denver, Colo., has de 
veloped just such a plan which removes the price ele- 
ment from the girl’s selection, and still gives the young 
woman plenty of opportunity to select a style desirable 
to her. First, Bohm-Allen invites the young man to pick 
any price range he wishes to pay, then makes an ap 
pointment for showing the selection to the engaged 
couple. When they arrive, no rings above the specified 
price range are shown—and thus the young man will be 
spared the uncomfortable risk of his fiancee choosing an 
engagement ring far above the price he feels best. News 
of this has been so well circulated in Denver that the 
average young man asks for the service before bringing 
in his fiancee. 

The second idea is specifying one corner of the main 
display window as the position in which the chosen ring 
will be shown—-after having made a choice, the young 
man’s selection will be unobtrusively placed in the win- 
dow, unmarked. Then, it is possible for the customer to 
walk his fiancee by the display, carelessly point out the 
ring, and get her reaction—thus getting the choice made 
without any price factor whatsoever entering into the 
problem. In the event that the first ring shown does not 
make the grade, a second can be shown, ete., until the 
final choice is made. 

Even though the wedding ring may not be mentioned 
by the customer, Bohm-Allen also makes the precaution 
of selecting a matching wedding ring for the engagement 
model, and writing the prospect a few weeks after his 
engagement on the subject. This is kept reserved for a 
few weeks, and usually gets results because of the girl's 
desire for a matched set. 

Of course, such tact in helping the young couple pick 
an engagement ring right for them in both style and 
price is smart business. The engagement ring is the 
foundation stone for a large proportion of the gifts pur- 
chased subsequently by the bride and the bridegroom 
for each other and for wedding attendants, and also for 
gifts given them at their wedding. All these, in one sense, 
are “plus” sales depending upon and growing out of the 
sale of the engagement ring. 


SLOGANS WIN RING SALES 


Slogans have power to woo and win the patronage of 
the June bride—or, for that matter, brides of any season 
of the year. Here are some that were used last year: 

“The Stepping Stone to Happiness.” 

“Yours for a Happy Marriage.” 

“The Bridal House.” 

“We Will Ring the Bride.” 

“The Home of Lucky Wedding Rings.” 

“Bring Out the Diamonds in Her Eyes.” 

“To a Lovely Bride from a Discriminating Groom.” 

“If You Have the Girl, I Have the Ring.” 

“For the Happiest of All Days... a 
Ring.” 

“Luxurious at Such Little Cost.” 

“Melt Her Heart with one of these Beautiful Matched 
Sets.” 


Diamond 
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FOR ENTERTAINMENT ONLY 

The Jeweled Trail by Louis Kornitzer, published 1941 by Sheridan 
House, New York. 280 pages; 19 full page plates; $2.75. 

Jewelers who may purchase this book should do so 
with a realization that they will not be getting factual 
data on precious stones, but only an assortment of amus- 
ing light reading. The volume purports to relate some 
of the more interesting experiences from the life of the 
author who says that he had been a gem dealer for 
many years. In fact, he himself at one point in the book 
says that “this is not a treatise on gems, but a slice 
of gem-studded autobiography.” 

Looked at from that point of view and assuming a 
high degree of credulity on the part of the reader, the 
volume is entertaining, though one can’t help wondering 
whether some of the incidents related are as imaginary 
as some of the gemological “facts” which occur at in- 
tervals. In fact, some of the author’s statements con- 
cerning gems leave considerable doubt as to just how 
expert he is, in spite of his claim to many years of 
practical experience. It seems rather odd that a com- 
petent gem dealer should fall into such inaccuracies as 
to classify euclase as a variety of beryl, or to suggest 
that the difference between good and poor quality star 
sapphires is that the former are six-rayed while the 
latter are four-rayed stones, or to list as one of the 
famous South African diamonds, the Pitt diamond which 
came out of India at the beginning of the 18th century 

to mention only a few. 

Such things as these and other obvious inaccuracies 
as to dates, names and places make the work a little 
difficult to take very seriously, though it can be recom- 
mended as a collection of highly entertaining varns about 
gems told in readable style. 


A WATCHMAKERS' CODE OF ETHICS 


The Wisconsin Watchmakers Association last month 
adopted the following code of ethics: 

1. To uphold and abide by our state licensing law. 

2. To render service at all times based upon the high- 
est standards of truth and honor. 

3. To earn, establish and maintain a reputation for 
doing the finest work possible at an equal price to all. 

!. ‘To avoid any exaggeration or misrepresentation in 
word or inference so that the public will never be led 
to expect more than is humanly possible to do. 

5. To advise every customer in regard to each repair 
job as I would wish to be advised if I were the customer. 

6. To adjust rightful complaints so that each pur- 
chaser of my work is a satisfied customer. 

7. To abide by all estimates once they are given. 

8. To never belittle my brother-watchmaker, to fur- 
ther my own gain. 

9. To make every job I do worthy of the profession 
for which I stand. 

10. To support with the best of my ability the asso- 
ciates of my trade. 


Invite oldsters to unearth early examples of hatpins 
and give a prize to the oldest sample. Display them 
in one window and show new ornaments—on hats— 
in the other. Brooches. worn on hats. are high fashion. 
Now’s the time to cash in on it. 
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Nature has made the swan the epitome 
of grace, unusually appealing in its 
beauty. Wadsworth craftsmen are 
designing watch cases in precious met- 
als equally as appealing. exquisite in 
their workmanship. near perfection 
in their design. A Wadsworth Watch 
Case is infinitely more graceful, has 
definitely more sales appeal. 
Offices 


New York, 630 Fifth Ave. 
Chicago, 35 East Wacker Drive 





THE WADSWORTH WATCH CASE CO., INC. DAYTON, KENTUCKY 











10 P. M., GRILL COMES DOWN 


Decorative Steel Grill 


Safeguards Night Displays 


SAFETY grill invented by Phil Cowan, manager of 

Kay Jewelers, Oakland, Calif., and past president 
of the California R. J. A., provides for 100 per cent ef- 
fectiveness of window illumination and protects against 
theft and damaged plate glass. During the day the 
grill is wholly inconspicuous as a protective device, and 
even at night, when in operative position, it not only 
serves its purpose but becomes part of a decorative 
theme. 

Eliminating time and the attendant cost of each night 
removing diamonds and other valuable merchandise, the 
grill permits continuous 24-hour display. Instead of the 
customary switching off of display illumination at 10 
p.m., the device is lowered into protective position. It 
cost less than $1000 to install, and insurance rates were 
not raised nor do the insurance companies require the 
jewelry to be stored in vaults. There has been an 
appreciable increase in volume directly traceable to the 
installation, largely due to the fact that between store- 
closing time, 5 p.m., and 10 o’clock, when the grill comes 
down, the windows present their full displays, with no 
removal of even the most valuable items. 

The device consists of three sections of hardened 
steel grill for each lobby, curved corner and front 
window. Concealed counterweights connected to the 
grills by small steel cables run over inconspicuous small 
pulleys partially inbedded in the window framing, back 
of which are the counter weights. Two small L-shaped 
interlocking pieces of steel—one under each corner of 
each grill—pivoted at the junction of the two parts of 
the “L”, provide the locking device. The upper part of 
the “‘L” engages a small brass padlock; the short line 
of the “L” enters slots of steel in the window framing. 

When the porter arrives in the morning, he unlocks 
the device; the counter weights pull the sections upward 
above the windows where they become a decoration. At 
10 o’clock each night, the night watchman reverses the 
procedure, pulling the grills down and locking them in 
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EACH CORNER IS PADLOCKED 


by E. R. CLINE 


position an inch in’ front of the glass of the display 
windows. 

Instead of a series of straight bars, Phil Cowan used 
psychological reasoning from the commercial viewpoint 
as well as the protective. “Straight bars look forbidding 
even to a shopper,” he said, “so a theme of art was 
worked into the grills.” Of 34 inch square steel rods 
and designing supported by 3% x 114 frame, the “bars” 
exist, but in several closely paralleled sets more widely 
spaced, and with steel designs and letters. A steel circle 
10 inches in diameter is part of the theme. In the circle 
is a large “K” and two smaller letters ““AY’’—the firm 
name and one of its trade designs. Along the edges of 
the grill are the words “Kay Jewelers” of square block 
letters of the same size steel. 

With separate sections for each plane or curve of 
glass, the six separate grills are attached to steel slotted 
rods that move downward when applied; upward and 
almost concealed during the day. The whole device is 
so much a part of a decorative effect that to the ordinary 
observer it is inconspicuous. Only close inspection will 
disclose, during the day, anything but a highly wrought 
grill, covered with a gilt paint. When the shopper is in 
front of the displays, the grills are no obstruction to 
sight. But to one inclined to break or cut out a section 
of glass they are effective reminders that he would have 
a prohibitive task. Of a steel that resists hacksawing, 
the bars and designs are purposely short to prevent 
springing them and they cannot readily be snapped off. 
The whole device, while not impregnable, is an effective 
deterrent, since any method of attack would entail time. 

Added expense for the protective measure is practi- 
cally nothing, since the results of continuous display, 
especially with the “night crowd,” far exceeds the cost of 
the electrical current that makes the store an all-night 
bright spot on a heavy traffic street. Obviously, night 
watchman and porter time for lowering and raising 
requires but a few moments of service. 
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STUDENT JEWELRY DESIGNS ARE EXHIBITED 


UNDREDS of persons who last month inspected 

the annual exhibition of students’ work at Me- 
chanics Institute, New York, were especially interested 
in a display of jewelry designs created in a class taught 
one night a week by Christian A. Jakobb. 

The sketches shown above are typical of the work of 
these student-designers, several of whom are first-year 
students, with only 50 hours instruction. 

The annual gold medal award went to B. Wollman, 
who designed No. 7 above. S. Donish, designer of No. 
2 above, won the second prize silver medal, and Robert 

; 


Keim, creator of No. 3 above, received the third prize 


bronze medal. 
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Honorable mentions went to L. Charles Betz, designer 
of No. 8; to A. Cirino, designer of No. 4, and to Frank 
Devenish, designer of No. 6. Designs Nos. 1, 5 and 9 
are by George Brecht, Bernard Stern and John Arends, 
respectively. 

Mr. Jakobb will conduct a private class in jewelry de- 
sign this spring. He has instructed classes at Mechanics 
Institute for many years and a number of his former stu- 
dents have secured employment with manufacturing 
jewelers, after obtaining principles of art and design 


from the Jakobb classes. 
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Treasury Department Proposes Jewelry Tax 





Committee, Representing All Branches of the Jewelry Industry, 
Studies Problem; Will Present Its Recommendations at Early Hearing 


Jewelry taxes, which for many months have been the 
subject of innumerable quiet discussions among influen- 
tial leaders of the trade, were brought out into the open 
with a bang, when, on April 22, the U. S. Treasury 
Department submitted to the Ways and Means Commit- 
tee of the House of Representatives its recommenda- 
tions for new and increased taxes to help foot the bill 
for the Preparedness Program. 

Included in the list, along with proposals for sharp 
increases in personal and corporate income levies is a 
sales tax of 10 per cent on jewelry, watches and clocks, 
to be collected by the retailer from his customer at the 
point of retail sale. Treasury Department officials esti- 
mate the yield from this tax at $18,500,000. 

Similar new imposts are suggested for other consumer 
goods such as furs, radios, musical instruments, cameras, 
luggage, etc., and sharply advanced rates on liquors, 
cigarettes, automobiles, gasoline, and so on. The jewel- 
er’s competitors for the consumer dollar, as well as the 


jeweler himself, are being called upon to shoulder their 
part of the burden of the present emergency. 

The jewelry industry expects and is willing to carry 
its fair share of the load, and the committee which has 
been formed to represent the industry in the tax con- 
sideration recognizes and will not seek to avoid the 
necessity for a jewelry tax. Its efforts will be aimed 
solely towards insuring that jewelry and jewelers shall 
be fairly and justly treated in comparison with com- 
petitive industries, and that rates shall not be set so 
high as to defeat their own purpose. 

This committee was formed nearly a year ago at the 
suggestion of prominent leaders of the jewelry trade 
who foresaw that demands would inevitably be made in 
the near future for special taxes on so-called “luxury 
goods,” and realized that in order to deal intelligently 
and effectively with the problem, a united front must 
be agreed upon and presented by all branches of the 
industry. 


-NMen’s Initial Jewelry 





PATENT PENDING 


A brilliant collection of third dimension initial jewelry for men 
Styled to reflect the individual taste 
Each piece is hand wrought of heavy 14 karat gold 


GOLD BROS. 


Makers of 


7 West 45th St. 


Gold and Platinum Jewelry 


New York 
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Every major jewelry trade association was invited to 
designate a representative to serve on the committee as 
the spokesman for the interests of that particular group, 
in order to work out a program which would deal fairly 
with, and be acceptable to, every part of the trade. 

This committee, naming as its chairman G. H. Nie- 
meyer, president of Handy & Harman, and chairman of 
the Jewelers Vigilance Committee, has held several 
meetings at which every kind and degree of tax has been 
frankly and realistically discussed, and their effects 
upon the industry as a whole and each of its branches 
individually have been thoroughly studied. 

It is the carefully considered and practically unani- 
mous opinion of this committee after intensive study 
that the form of tax which is open to the least objec- 
tion, which provides the most equitable distribution of 
the burden among all classifications of the industry, and 
which will raise the maximum revenue with the least 
disruption of business, is a retail sales tax, applied 
without exception or exemption to every kind of jewel- 
ers’ merchandise, regardless of type or price. 

In respect to its mechanics, therefore, the Treasury 
Department’s program is acceptable to the Committee, 
but it is their view that a 5 per cent tax applied without 
exception on all jewelry goods, instead of 10 per cent 
on only watches, clocks and strictly jewelry items, would 
be more equitable and at the same time fully provide 
the estimated revenue. 

The evidence seems to bear out that belief. Estimates 
of the Department of Commerce are that merchandise 
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WE HAVE MOVED! 


sales by jewelry stores in 1940 were $415,000,000. To 
this must be added another $75,000,000 to $100,000,000 
for sales of similar items by department and specialty 
stores. This gives a total of $475,000,000 to $500,000,- 
000 of jewelry goods sold at retail last year, and volume 
in 1941 is running 15 to 20 per cent greater. 

On this basis, total volume for the current year will 
be between $550,000.000 and $600,000,000, on which a 
5 per cent tax would yield a revenue of $27,000,000 to 
$30,000,000 against the $18,500,000 which the Treasury 
hopes to collect under its own proposal. 

The committee has been invited to submit its case at 
a hearing in Washington on April 29, but has asked for 
a postponement of a week to have time to prepare a 
formal brief with detailed figures. 

Members of the committee, with the interests that 
they represent, are the following, in addition to Mr. 
Niemeyer: Wilson A. Streeter and Henry W. Von 
Unruh, ANRJA; Ralph Roessler, NACJ; James B. 
Dickey, Tiffany & Co.; George Engelhardt, Chicago 
Jlrs. Assn.; A. Blustein, Natl. Wholesale Jlrs. Assn.; P. 
M. Fahrendorf, Jlrs. Vigilance Committee; R. J. Gregg. 
N. E. Mfg. Jlrs. Assn. and Jlrs. Board of Trade; 
Walter Kahn, Jlrs. Protective Assn.; C. M. Kendig, Am. 
Jeweled Watch Mfrs. Assn.; Clifford Lamont, Gem and 
Pearl Dlrs. Assn.; Oscar Lazrus, Am. Watch Assem- 
blers Assn.; W. F. McChesney, Sterling Silversmiths 
Guild of Am.; Jacob Mehrlust, Platinumsmiths Assn. ; 
Wm. Ogush and Rawson Wood, Jliry. Crafts Assn.; 
Kenneth Van Cott, Jewelry Ind. Pub. Board. 
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Small-community jewel- 
ry stores, located near 
large cities, have to 
fight to hold their home- 
town business. Werner 
Von Buelow (right) has 
a three-point program 
to counteract the pull- 
ing power of the cities. 


by H. S. McCAULEY 





Selling High-Grade Silverware 


In a Small Community 


UILDING up a community patronage in_high- 

grade silverware to the point where customers 
within easy communting distance of nationally-famous 
dealers in Chicago will bring their business to a small- 
town dealer instead, has been accomplished by Werner 
Von Buelow, Park Ridge, Ill., jeweler, who has suc- 
ceeded in stimulating sales of sterling and plated silver 
merchandise to 35 per cent of his gross business. 

Mr. Von Buelow declares that the methods by which 
he has done this are available to any jeweler who will 
take the trouble to apply them. He points out, however, 
that the process requires time, energy and the courage 
to do missionary work. 

“Many jewelers in small communities are entirely 
sincere in their belief that it is no use for them to stock 
high-grade jewelry or silverware—their customers either 
can’t afford it, or will go to the nearest big city anyhow 
when they want something special. 

“My answer to this is that in a community of 12,000 
inhabitants within easy commuting distance of Chicago 
I have been selling rings, bracelets and brooches for 
many years with $200 as a good average price, and with 
occasional sales as high as $500 and $1000. 

“During the past ten years I have also been selling 
Gorham, Reed & Barton, Lunt and similar grades of 
silverware, although any of my customers could easily 
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get wider selections of the same material at no higher 
prices from several big stores only a half hour’s ride. 

“This business has been built up without advertising, 
except seasonal greeting cards, and with only the most 
conservative type of personal selling. 

“To jewelers who complain that they can’t sell high- 
grade silverware in their small communities, I would 
say that the secret is: 

“1—Select only highest-grade merchandise and stock 

it liberally. 

“2—Display 

show tasteful individuality. 
‘“3-—Never cease educating your customers on the ad- 


it prominently in surroundings that 


vantages of buying the best. 

“I am certain that any experienced jeweler will agree 
that the outstanding silverware houses of the big cities 
owe their pre-eminence to the fact that they have cap- 
tured public confidence. 

“The small-town dealer can do the same thing with 
his own. public if he will follow the same methods, and 
a summary of these methods is contained in the afore- 
mentioned three points. 

“The small-town man should be especially careful 
to avoid anything that might seem like high pressure 
tactics. You are dealing with people whom you know 
and who know you personally, and the only procedure, 
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especially under such circumstances is to convince them 
you are looking out for their interests and that you will 
never take advantage of their trust. 

“I have many customers in surrounding towns who 
will phone or write me saying ‘I want to send a $25 
present to so-and-so; please look after this for me.’ They 
leave the selection up to me. I pick out a gift, send it, 
and render a bill to the customer. When your relations 
with customers are on this basis, you can truly claim 
to have their confidence. 

‘Many such customers keep a supply of their per- 
sonal cards on hand with me, to be inclosed with their 
gifts. When the cards run low, I notify them and they 
send more. 

“TI think that scrupulously avoiding high-pressure 
methods is the surest way to build up this sort of con- 
fidence. 

“Recently an old customer came to me with the state- 
ment that he wanted to give his wife a bracelet to cost 
about $100. Had he been a stranger, I would have sold 
him a $100 bracelet forthwith. But I happened to know 
that this particular man’s wife had quite a lot of valu- 
able jewelry and that just any $100 bracelet would 
hardly be up to the standard of the rest of her collec- 
tion. When I suggested this, he declared that he could 
not afford a more expensive gift at this time. I then 
suggested that he lay his $100 aside until he could pur- 
chase a bracelet that would be in harmony with the 
rest of her jewelry. He agreed at once that this was 
a better plan, and we let the matter rest on that basis. 

“Many jewelers might say that I had foolishly turned 
down a sale—that the man might get his $100 bracelet 
elsewhere, or perhaps spend the $100 for something 
else altogether. Maybe he will, but I believe this atti- 
tude on my part will increase his confidence in me just 


the same. At least he knows I am more anxious to have 
him get a suitable piece of jewelry than to get my hands 
on his money at once.” 





While Mr. Von Buelow’s shop decorations and fixtures 
are far from being expensive, there is about the place 
an atmosphere seldom found in small-city jewelry estab- 
lishments. Certainly no one could call it “just one more 
jewelry store.” 

The show windows are hung with velvet drapes which 
effectively set off whatever may be displayed in them. 
Part of the interior fixtures are in natural walnut, but 
all of those which hold silverware have been done in 
ivory enamel, which contrasts beautifully with the con- 
tents. All the silverware, except some extra-valuable 
hollowware, is on open shelves or on small tables. 

Four dozen different patterns of flat silverware are 
stocked, about half of it being on display and the other 
half stored. 

Gross sales are divided up approximately as follows: 
Sterling silverware, 31.5 per cent; plated silverware, 3.5 
per cent; diamonds, watches and jewelry, 65 per cent. 

In selecting silverware patterns, Mr. Von Buelow 
concentrates on established makes and standard patterns 
which have proven their merit and enduring appeal. 
The dealer should avoid fly-by-night patterns which 
enjoy a temporary popularity and then fade out of the 
picture, he believes. 

“Some dealers may follow another course,” he says, 
“but I have found this one to be the best, especially for 
a jeweler who has to depend for many of his sales upon 
having his customers build up sets of silverware a little 
at a time. 

“Incidentally, the little-at-a-time method has enabled 
me to make sales to many people who otherwise would 
probably never own a set of sterling. Most people do 
not realize, until it is explained to them, that it is pos- 
sible to start with as little as a single piece in a given 
pattern and keep adding to it until a complete set is 
built up. 

“T am continually pushing place-settings in my talks 

(Please turn to page 88) 


Open display makes 
Von Buelow’s silver 
department inviting. 
Flatware is shown on 
small tables; hollow- 
ware in open-front 
cases finished in 
bright ivory enamel. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for May, 1941 











THE JEWELERS’ CIRCULAR-KEYSTONE 
for May, 1941 




















Newest of the twelve popular Watson patterns, 
“Windsor Manor” is already enjoying re-orders from 
jewelers whose customers appreciate the beauty of 
slender, simple lines in Sterling. 

“Windsor Manor” is receiving major emphasis in 
dominant Watson advertisements in leading national 
magazines. Many of the brides-to-be and young matrons 
in your community will recognize it — and prefer it— on 
sight. Be sure to have “Windsor Manor” in stock to 
show them. The Watson Company, 851 Watson Park, 
Attleboro, Massachusetts. 

Watson patterns, reading from top to bottom: Windsor 
Manor, Lotus, Meadow Rose, Juliana, Dorian, Lamerie, 
Colonial Fiddle, Victoria, Windsor Rose, John Alden, 
George II. and Colonial Antique. 
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They’re New! 








® The "Silver Threads’ name pin, by Walter 
Lampl, 608 5th Ave., New York, has silver thread 
unwinding from a sterling spool, spelling one's 
name and then threading through a gleaming 
needle. $5. "Golden Threads” is similar in 14K. 


® This attractive heir- 
loom reproduction by 
Ostby & Barton Co., 
Providence, R. I., mounts 
a synthetic sapphire sur- 
rounded by natural white 
zircons. Popular items in 
this firm's series of "Gay 
Nineties" cluster rings re- 


tail from $16.50 to $30. 





© The Jewelry & Cutlery 
Novelty Co., North Aftle- 
boro, Mass., has ingeniously 
devised a smart new way 
for men to carry a knife. 
The Pencil-Nife has a fine 
steel blade. The pencil is 
made of various precious 
metals. Priced $4.50 up. 








® This new patented non-kinking ad- 
justable length Oxford chain, made 
by W. H. McKenna & Co., Providence, 
has loop big enough to go over the 
head and non-spring ring. Made in 
sterling or gold filled, $2.25 to $5.75. 


® The Upton, one of the 
new Longines military 
watches, has stainless steel 
case and radium dial and 
hands. $37.50, in a steel 
and copper presentation 
box. Strap slides are wide 
enough for identification. 
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All Prices Retail 





® "His Manikit," containing indispensables for good 
grooming, makes an excellent gift for boys who are 
being drafted or are already in camp. In grain-calf, 


$3.50; leather, $5. C. J. Bates & Son, 366 5th Ave., N. Y. 


® Dragon Fly sterling 
brooch from Viking Craft 
jewelry made by Albert 
Horwig, 7! Nassau St., 
New York, priced at $6. 








© "Dunbar," the new wall clock by West- 
clox, of LaSalle, Ill., has a molded 
plastic case gracefully tilted forward for 
easier time-telling, current interruption 
signal and red sweep-second hand. $3.95. 
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Creamer 434”, 
3%” (heights) 
$37.10 


Catalog showing 


New 


WELDED HANDLE 


Manchester craftsmen 
have perfected a supe- 
rior electro - welded 
process of attaching 
handles to blades so 
that they are perma- 
nently united. This is 
one of the plus values 
in Manchester Sterling. 


VOGUE 

HOUSE AND GARDEN 

HOUSE BEAUTIFUL 

HARPERS BAZAAR 

GOOD HOUSEKEEPING 
WOMAN'S HOME COMPANION 












Manchester Sterling vaiues are 
competitive in every sense of 
the term. Twenty-three (23) 
open stock nationally advertised 
flatware patterns, priced to pro- 
duce the business. Investigate! 





MANCHESTER SILVER CO. isco tsitso 





MANCHESTER 


today’s version of 
classic 18th century 


loveliness 


Ask your dealer to show you this 
beautiful solid silver designed by 
Manchester craftsmen. 23 tasteful 
patterns — 26 piece service for 6 — 
as low as $56.75; 34 piece service 
for 8 —as low as $74.25. Complete 
sets of up to 125 pieces, with 
matching hollow ware. 
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They’re New! 





All Prices Retail 


® The "Doris," Bul- 
ova's new 17-jewel 
ladies’ watch, has an 
engraved, two-tone 
dial with Roman 
numera!s, and a two- 
strand snake brace- 
let. Priced at $37.50. 





® Two-tone flower holder, created 
in sterling and 14K gold by B. A. 
Ballou & Co., Providence, holds a 
flower or small bouquet on street 
dress or evening gown either up, 
as shown above, or upside down. 


® The new Ronson ''Whirl- 
wind. With windshield up, it 
won't blow out in a gale—fine 
for golfers, motorists, soldiers, 
fishermen. For indoors, wind- 
shield slides inconspicuously into 
a recess as shown at right. $5. 























© A timely bit of patriotism, fit- 
ting a 17-jewel Doric movement 
into an American eagle lapel pin, 
of rhinestones, enamel and gilt. 
Offered by the Doric Watch Co., 
580 Fifth Ave., New York, $27.95. 


® Duplicating their successful ‘Re- 
membrance ring" for men in the 
armed forces, Baden & Foss, !nc., | 
W. 47th St., New York, have intro- 
duced a companion ring, in smaller 
size, to be worn by the gal back home. 
With space for “her monogram and 
"his" picture, and military insignia or 
plain, in 10 K. yellow gold, $15 up. 





® Church & Co., 336 Mulberry St., 


Newark, introduces this versatile 





® Fourteen-karat gold lapel 
watch with diamonds and rubies, 
fitted with 17-jewel Pery move- 
ment, by Carol Jewelry Co., Inc., 
9 Rockefeller Plaza, New York. 
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shell cameo, framed in 14K gold, 
with four whole cultured pearls. 
It can be worn either as a brooch 
or as a pendant, suspended 
through a loop on the back. $35. 
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SMALL-TOWN SILVER SELLING 


(From page 82) 


with customers. I advise them to buy a complete place- 
setting to start with, and keep adding to it whenever 
possible. In many instances I have induced customers 
to buy a complete place-setting a month until they had 
accumulated a substantial silver service. 

“Of course we follow the prevalent custom of invit- 
ing newly engaged girls to come in and register with 
us their preference in silverware, so that people who 
buy wedding presents will be able to build up a set 
for them. 

“We have carried this custom farther, however, by 
also having girls who are not engaged, and women who 
are already married, come in and register their preter- 
ence in patterns and let it be known among members of 
their family. Then, whenever an occasion presents it- 
self where gifts are in order, it is very easy to pick out 
something which the recipient is certain to appreciate. 

“Of course we keep a record of what the girl or wo- 
man has already received, so as to prevent duplications.” 

Many jewelers send letters inviting engaged girls to 
come to their stores and register their preference for 
gifts, but Mr. Von Buelow has had better results by 
contacting them directly on the telephone. 

“Whenever opportunity offers I always point out to 
customers that patterns in silverware should be in har- 
mony with one’s home furnishings. 

“So far as I can do so without being presumptuous, | 
point out the difference between good patterns and poor 












ETERNA 


Famous since 1856 


The Protected Precision Watch 


THE PERFECT MILITARY WATCH 
SUPER- THIN 


17 jewel full-size movement 
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SUPER-THIN 


stainless steel or 14K solid gold 
waterproof and non-waterproof cases. 





© Rust-Proof 
¢ Dust-Proof 


° Anti-Magnetic 
¢ Shock Protected 
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ones, and try to steer the purchaser to some good pat- 
tern which has proven its merit, playing up the artistic 
side. 

“My experience is that young people are a little too 
inclined to select extremely plain patterns under the 
mistaken idea that anything ornate may be called bad 
taste. I point out that as people grow older they are 
likely to admire ornate silverware more. 

“This line of argument is usually highly effective, 
and has resulted in starting many a young couple on the 
road to accumulating a set of silver which will be a 
source of pride the rest of their lives.” 

Such satisfied customers are the best asset any busi- 
ness can have, but to no one are they so vitally essential 
as to the small-town merchant who has to depend for 
his entire business upon the same people continuing to 
buy from him year after year. 

“The only way you can survive in a small community,” 
says Mr. Von Buelow, “is to always place the customer’s 
interests first. Deal with him as you'd want to be dealt 
with if you were in his place.” 


PLAN TO AID CEYLON GEM CUTTING 


A cutting institute maintained by the government of 
Ceylon would be established under legislation now pro- 
posed in Colombo, Ceylon. 

In addition, the statutes now being considered would 
train natives to cut gems according to scientific western 
standards, instead of for “weight,” and would set up a 
sales bureau to test and seal gems. 
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MRS. AMERICA AND HER SILVER 


(From page 50) 


women acquired their flatware sets, broken down by in- 
comes, by ages, and by kind of silverware will be found 
on page 51. Notice the prominence of gifts through- 
out the list, and consider whether you are taking full 
advantage of the possibilities of selling silverware for 
gift purposes as well as for self use. 

Gifts of silverware come mostly from parents and 
from other relatives, with personal friends the third most 
important group of donors. The remaining few are ac 
counted for by employers, employees, clubs, and hus- 
bands or children, these two latter groups not being in- 
cluded as “other relatives.” 

Parents and “other relatives’ 
portant as buyers of silver to be given to young women. 
Of all the gifts received by women under 45 years of 
age, 37.6 per cent came from parents and 38.3 per cent 
from other relatives not including husbands or children. 
Sixteen per cent of the gifts were from friends, and 8.1 
per cent from the other sources mentioned at the end 
of the preceding paragraph. 

The proportions are almost identical for both sterling 
and plate, and for all income groups. 

The division of sources of gifts owned by women over 
45 falls into a somewhat different pattern. As could be 
expected with this older age group, parents are a much 
smaller element in the picture—23.8 per cent of the 
gifts owned by these older women having come from 
this source against the 37.6 per cent for the younger 
group. Other relatives were nearly as large a factor as 


> 


are about equally im 





with young women, 35.3 per cent against 38.3—but a 
substantially larger part of the silver gifts owned by 
older women came from friends and other sources than 
in the case of the younger matrons. Friends were the 
donors of 26.2 per cent of gifts owned by women over 
45, and 14.7 per cent were given by clubs, employees, 
employers, husbands and children. 

Of the inheritances, 59.2 per cent were from parents, 
21.4 per cent from grandparents, and 19.4 per cent from 
other relatives. 

An analysis of the dates at which women acquire their 
silver reveals some interesting facts. Among these is 
the marked differences on this point between the younger 
women and the older ones. This is natural, since, of 
course, more of the older women have replaced the set 
with which housekeeping was started, especially in the 
case of plated ware. Also it is noticeable that while 
in the high income group the majority of the older wo- 
men who have sterling acquired it at the time of mar- 
riage, the date of acquisition becomes progressively later 
in life in the lower economic brackets. This, again, is 
natural, since the families of modest incomes must neces- 
sarily accumulate their possessions more slowly, but 
it indicates the desirability of fine silver to the feminine 
heart to observe how many of the owners of sterling in 
the “C” group have evidently looked forward to acquir- 
ing it and have finally done so after 10, 15 or 20 years 
or more of marriage. 

In Revolutionary days men called upon their black- 
smiths when they wanted aching molars drawn. Ladies 
of the nicer families visited their jewelers when they 
ranted a tooth drawn. 
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' \ ‘THIS ancient Egyptian symbol of immor- 


tality and resurrection is one of today’s 
leading fashion jewelry stones. Scarabs come 
in many fascinating, attractive colors and j 


make beautiful bracelets. A smart fashion 
note which women are adopting is the wear- 
ing of several scarab bracelets at one time. 
Each bracelet contains several different col- 
ored scarabs. All genuine stones. 








We present a full line in 10K and 14K yel- 
low gold priced from $22.00 to $90.00 
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Slightly more than half of the silver services owned 
by young matrons were received as wedding gifts, the 
exact figure being 54.9 per cent. However, nearly one 
in eight—-11.3 per cent—acquired her outfit from one 
to three years before marriage, partly by gift and partly 
by self-purchase. The possibilities for selling silver to 
young business women in anticipation of marriage should 
not be overlooked. (See pages 50-51 of Jewexers’ 
CircuLar-Keystrone for August, 1939.) 

Nor does the buying of silver terminate with “TI, 
Mary, take thee John.” Even among women less than 
45 years of age, 33.8 per cent have already purchased 
replacement sets since starting their married lives. 

All of these figures are strikingly uniform among the 
younger women throughout all income groups and for 
both plated ware and sterling. 

Among women above 45, however, no such similarity 
is found. Marked differences are noted both between 
the various income groups, and between plate and ster- 
ling in the same economic level. The tabulations are as 
follows: 


Date of acquisition of silver owned by women over 45 


Sterling 
Group A Group B Group C 
Before marriage 12.8% 10.9% 19.2% 
At marriage 59.0 50.0 26.9 
After marriage 28.2 39.1 53.9 
Plated 
Group A Group B Group C 
Before marriage 2.5% 7.0% 6.7% 
At marriage 53.8 38.3 55.0 
After marriage 43.7 54.7 38.3 


When it is considered that these women over 45 were 
presumably married more than 20 years ago, and that 
more than half of those in groups “A” and “C”, and 
nearly half of those in “B” are still using the same 
plated set with which they began married life, there 
certainly appears to be a golden opportunity for some 
one to sell middle-aged matrons the idea of a replace- 
ment set. 

Practically all advertising and promotional efforts on 
silver are aimed at the bride, and it is true that pur- 
chases by and for her are the greatest single factor in 
silver selling. Nevertheless pre-marriage and _post- 
marriage buying, even with almost no effort having been 
made to stimulate them, are almost equally substantial, 
and if some real effort were made to develop this market 
it might easily equal or even surpass the wedding busi- 
ness. 

The statistics concerning it, together with an analysis 
of its possibilities, and the factors that motivate this re- 
placement buying will be presented in next month’s in- 
stallment of this report. 


DEMONSTRATE SILVER FOR BRIDES 

Here’s a way to get consumer traffic and reap 
valuable publicity in your local paper. Invite the wo- 
man’s page editor to stage a demonstration right in your 
store. She should consider herself a “serving counsel- 
lor’ and should take different budget amounts and show 
what may be achieved with each in the way of linens, 
silver, china and even the food for particular parties. 
Right now the idea is particularly appropriate for a 
“clinic” on bridal tables. An open forum should follow. 
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KEEPS STERLING FROM GETTING OBSOLETE 


HE maximum length of time any piece of sterling 

silver can be kept on the display shelves at Haus- 
mann, Inc., New Orleans, is two years—because of the 
conviction of Louis Hausmann, president, that this peri- 
od is the longest space of time in which sterling can be 
considered a sales asset. 

Hausmann’s has featured sterling silver for half a 
century in the Louisiana metropolis, and has the major 
portion of the interior display features given over to 
silver tableware, flatware and tea sets. With a stock of 
sterling larger than most stores of commensurate size, 
the turnover angle of its merchandising has always come 
in for careful study. 

Stock is kept in excellent condition through the fact 
that each piece is carefully marked at six-month periods 
with its history, in order to keep an accurate check on its 
turnover. When any sterling silver item reaches the two- 
year mark, it automatically comes up for a markdown 
disposal. The policy in the main has been to wait until 
several desirable pieces are past the turnover limit, then 
to feature them all together in a window display which 
offers 25 per cent off on the entire selection. A happy 
note in this use of window display is that it allows the 
store to show enough silver to add to the window’s ap- 
peal, and the display can be run at periods when win- 
dows are not particularly in demand for other purposes. 

A small card reads “Too Long in Stock—-25 per cent 
off,” on each silver item in the display, which includes 
velvet background and all other props of the regular 
silver window. Occasionally, small sections of silver 
flatware miniatures or other interest creators are used 
with the markdown display—everything which adds up 
to an effective showing. 

Simultaneously, a record of the sterling silver on 
markdown price for the two weeks generally required to 
move the whole selection out is distributed among sales- 
people. This is a mimeographed slip which’ asks them 
to suggest the silver to their regular customers, or to 
mention it to the person who regularly buys silver from 
the store. With the description of each piece on hand, 
the salesperson can usually find several opportunities of 
making a suggestion during the average day, and thus 
speed up the sale. 

Along with this, a series of penny postcards are sent 
to customers who either collect silver, or are notable bar- 
gain-hunters in the Hausmann store. These cards hu 
morously point out that ‘‘now’s the time” to fill either 
situation ideally. Women who have incomplete tea sets, 
or are lacking in one or more pieces in their silver cab- 
inets, watch Hausmann’s windows carefully for such 
opportunities. 

The result of this campaign is usually a quick sale of 
all silver during the two weeks allotted it. If for some 
reason it does not sell, it will be held for another 12 
months, then marked down 40 per cent to allow the 
store cost on it—but such cases are rare. For the most 
part, it is the window display backed up by suggestion 
of salespeople which turns over shelf-warming silver for 
Hausmann’s. 


Why not put this slogan under the clock in your win- 
dow . . . that is, if you sell on deferred payment plans? 
“We Give You Time.” 
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what reminds many folks 
that it is CLEAN-UP 
TIME. 


Signs of Spring... 


Think of the discarded 
spectacle frames, watch 
cases, old rings, chains, pins, 
etc—they all contain a lot of 
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HOW TO HANDLE PETTY CASH 
By FRED MERISH 

NE reason why many jewelers are lax in recording 

petty expenses, such as stamps, carfares, incoming 

expressage, and the like, made right out of cash on hand, 

is that it takes too much time to make these entries or 

to notify the bookkeeper. Either that or they just for- 
get them. 

Little drops of water may become a flood if enough 
little drops get together. Little expenditures, a few 
cents at a time, may seem too insignificant to record, but 
they may flood the profit and loss statement with red 
ink by the end of the year, particularly if business hasn't 
been any too good. 

To eliminate these oversights, wise jewelers use a 
petty cash account. A certain sum, $10 or more, accord- 
ing to requirements, is set aside in a separate drawer, or 
cash box and all petty expenses are paid from this fund, 
the person paying out the money putting a slip in the 
drawer or cash box giving the date, amount paid, to 
whom paid and for what paid. In some establishments, 
a signature for the payment is obtained, if feasible. 
Each day or every few days, the petty cash fund is bal- 
anced. Slips showing withdrawals and the cash should 
at all times equal the original sum set aside, whether 
$10, $20, $50 or more. If there is a discrepancy, it can 
be localized more readily with a petty cash system of 
this kind than if the money is taken from the regular 
run of cash. Some jewelers use printed slips headed, 
“petty cash voucher.’ Others use ordinary white paper, 
typewritten or multigraphed. The system works satis- 
factorily either way, its effectiveness depending upon 
the accuracy of the entries, not upon the type of forms 
used. 

The jeweler who wishes to start a petty cash fund 
should follow this procedure. Set aside in the cash 
drawer or in a small cash box a sum that should take 
care of petty cash expenses for one week, determining 
this figure by referring to previous records. It is better 
to draw a check to “Petty Cash,” placing this notation 
on the stub than to take the sum out of the cash drawer, 
although either way is permissible if the sum is duly 
entered in the cash book, the same as any other expendi- 
ture. 

Open an account in the general ledger headed, ‘‘Petty 
Cash,” charging this account with the sum deposited in 
the petty cash drawer or box. At the end of the week, 
total all small expenses for stamps, carfares, incoming 
transportation charges and the like, charging them to 
their respective expense accounts through the general 
ledger, also crediting the petty cash account for the 
total payments. Thus, at the end of each week, the bal- 
ance on the petty cash account in the ledger should equal 
the balance of the petty cash fund in the drawer or cash 
box. In this way, the jeweler is spared the inconveni- 
ence of disrupting work every so often to enter small 
expenditures. 

When the petty cash fund runs low, simply draw 
another check to petty cash, replenishing the fund, charg- 
ing the petty cash account in the general ledger in the 
same way as before and continue to operate expenditures 
the same way too, by replacing each cash payment with 
a slip covering the amount paid. 
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Jewelers using petty cash accounts are not only spared 
headaches trying to check up on discrepancies in the 
cash, but they guard against theft and assure themselves 
that the profit and loss statement represents a true pic- 
ture of activities. 

Employees readily appreciate the advantages of this 
simple method of handling the store’s petty cash, and are 

glad to coope rate with the management, once the plan’s 


operation is explained to them. 











ELEVATES HOROLOGY ABOVE DRUDGERY 


“Time and Its Mysteries” lectures by Daniel W. Hering, Wil- 
liam F. G. Swann, John Dewey and Arthur H. Compton. New 
York University Press, New York, 1940. 137 pp., two plates. 
Available through the Book Dep’t, THE JEWELERS’ CIRCULAR- 
KEYSTONE, $2. 

HE literature of horology has received a very note- 

worthy addition in a book “Time and Its Myster 
ies,’ from the New York University Press, the book 
comprising four of the lectures given annually at the 
university under provision of the James Arthur Founda- 
tion. 

The titles of these lectures are: “The Time Concept 
and Time Sense among Cultured and Uncultured 
Peoples,” by Daniel W. Hering, Ph.D., C.E., LL.D.; 
“What is Time?” by William F. G. Swann, M.A., Se.D.; 
“Time and Individuality,’ by John Dewey, Ph.D. 
LL.D.; and “Time and the Growth of Physics,” by 
Arthur H. Compton, Ph.D., Se.D., LL.D. 


One might infer from the title that this book deals 
with time rather in the abstract sense; and that is true, 
particularly in the last-named three of the four lectures. 
These, like the first one, are of the profundity and schol- 
arliness of treatment to be expected of their eminent 
authors. But if any of our readers incline to prejudge 
the book as somewhat too metaphysical, too “highbrow” 
for the reading of us in the practical business of making, 
selling, and servicing timepieces, we urge giving the mat- 
ter further thought. It is the study of books like this 
that elevates the conception of our work higher than as 
only breadwinning drudgery; that helps our self-esteem, 
for the importance and dignity of our craft and trade. 
Surely there is a value in this! 

If more jewelers and watchmakers would invoke the 
selling powers that come from higher knowledge, and 
have more enthusiasm concerning the things they deal in, 
some of the complaints about the decadence of our trade 
would have less justification. How can the salesman who 
thinks of timepieces only as pretty merchandise ever do 
creative work like inspiring customers to buy really 
costly watches and clocks, without more knowledge than 
what anyone may gain from a manufacturer’s catalog? 
Think of this and its connection with practical business 
and profits. 


Among the four lectures, perhaps Tue Jeweters’ Cir 
CULAR-KEYSTONE may be allowed a little partiality for 
Dr. Hering’s ‘Time Concept and Time Sense,” 
because he has been one of our contributors, but also 

(Please turn to page 135) 


not only 
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"DUKE" WRIST WATCH 
A Welcome Graduation Gift 


| A very unusual value. SEVEN JEWELS. ‘“‘BEK’’ YELLOW GOLD 

plated case with curved, stainless back. Metal dial with etched 
| numerals and unbreakable’ crystal. Pigskin strap, gold-plated 
| buckle. Temperature compensated movement. Retail price, $6.95; 
Keystone list, #$9.50. (In rose-gold color case with contrasting 
leather strap at same price.) 
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FLEXIBLE 


SLIDING SHUTTER “s 
"“OVERNITE" ALARM 


Flexible sliding shutter encloses front and rear. RADIUM numerals 
and hands. 30-hr. alarm movement, temperature compensated. 
34%” high. 41,” wide. Ivory case, polished brass trim, retail, 
} #4. 25: Keystone list, $5.82. Black case, chrome trim, retail, 
| 83.753 Keystone list $5.10. 











| " "HARKNESS" CHIME 
FOR THE JUNE BRIDE 


Self-starting electric or 8-day pendulum. Case of novel design with 
center-mateched veneer front, mahogany plywood top, and maple 
base and ends. Raised, dark blue numerals on 5%” silvered dial; 
dark blue hands. Polished brass sash, convex crystal. Full West- 
minster self-adjusting quarter hour chimes and hour strike. Height, 
8”; width, 14”; depth, 5%”. An ideal wedding gift. Retail, 
829.00; Keystone list, $35.58. 


Order From Your Jobber 


THE NEW HAVEN CLOCK COMPANY. New Haven, Conn. 


NEW HAVEN Gimepiccer 
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The ALTON watch has fulfilled its promise. It has 
demonstrated to thousands of users that the ALTON 
represents better value and higher quality in each 
price range. 


Every watch is cased, timed and rigidly inspected in 
our own shops. Each watch comes to you in a spe- 
cially designed beautiful gift box. 


You can offer these dependable new AUTON watches 
to your customers with every assurance that you are 
giving the best possible value at the price. Every 
watch is guaranteed to give long years of satisfaction 
to users. 
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The above watches are three of nearly 50 new models 
added to the ALTON line and illustrated in our 1940- 
1941 catalog. Hundreds of other profit making values 
are shown. This catalog also illustrates our complete 
line of diamond rings, wedding rings and combination 
wedding ring sets. If you have not received your 
copy ask for it on your letterhead. 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star, Belove, and 


I.D. Watch Cases 


cg 


3 South 
Wabash Ave. 


Chicago 


Illinois 
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| MODERNIZATION FORUM 





@ To aid its readers in rede- 
signing, modernizing and im- 
proving thew stores, Tue 
JEWELERS’ Crrcuar - Keystong 
has retained Murray M. Pearl- 
stein, nationally known author- 
ity in jewelery store layout, as 
consultant. These services are 
entirely without charge, except 
when elaborate, individually 
prepared designs are requested. 
In stating your problem please 
be explicit and melude if pos- 
sible a sketch of the part of the 
store under discussion. Write 
Mr. Pearlstein in care of this 
journal, 100 E. 42nd St., New 
York, or, if yowre going to be 
in New York, write in advance 
for an appointment. 





MURRAY M. PEARLSTEIN 


oe PROBLEM—What can we do to im- 
prove an eye-sore in our store, created by a staircase 
abutment which projects to a depth of four feet into the 
middle of the left wall? We used to display pictures on 
this part of the wall, but have given up that sort of 
merchandise. Besides jewelry and silverware, we carry 
leather goods, glassware, religious goods, giftwares, and 
infants’ gift articles. G. T. S. Co. 

Answer—A combination open and closed display of 
religious goods and glass wares would be an advanta- 
geous treatment for the wall space in question. The 
unit should be either painted or of a light, natural hard- 
wood finish, in contrast with the rest of your equipment. 
Properly planned, this unit can be flexible in its utiliza- 
tion and a definite means of increasing the sale of 
merchandise. 


HOWCASE SPECIFICATIONS—We are going to 

remodel, and would appreciate your advice about 
the following: How high shall the display part of the 
showcases be? Should we have lights in our showcases? 
How many drawers per showcase? The matter of draw- 
ers has been quite a problem with us, as my associate 
feels that we cannot have enough drawers, yet many 
merchants are against this. L. O. B. 


Answer—The height for the display portion of the 
showcases should be no more than 12 inches for such 
merchandise as diamonds, watches and rings. For nov- 
elty jewelry, etc., the height should be 20 inches and the 
display portion should have one or two plate glass 
shelves. If your overhead lighting is correct, there is 
no necessity for reflectors in the cases. Your locality is 
such that you are quite close to the various sources of 
supply, and your inventory is, as you state, not exces- 
sive. Therefore we advise a minimum of drawers in the 
showcases—three to a case for your particular store. 
Drawers in show and wall cases, we have found, are 
often used as depositaries of all types of cards, adver- 
tisements, etc., which eventually result in having the 
drawers act as waste receptacles. The inventory of 
watches, rings, diamonds and better jewelry, etc., is 
customarily kept in safes, so that drawers are not used 
for stock purposes. The less places there are in a store 
where salespeople can dispose of unwanted papers, 
wrappers, boxes, and a multitude of other unimportant 
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and unnecessary materials, the neater and more efficient 
will be the function of your equipment. 


YIGN TREATMENT—lI am going to change my 
store front and also the sign, as indicated by the 
enclosed sketch. The material for the store front will 
be black glass and aluminum. The sign is to be of neon, 
in a metal box of black enameled steel, four feet high 
and the entire length of the front, on top of the black 
glass. I do not know whether this plan is best for me 
and any suggestions you can give me will be appreci 
ated. L. M. O. 

Answer—tThe layout of the store front and the ma- 
terials to be used will make a very nice store front, 
except for the sign. Why not continue the black glass 
over the entire facade and have the neon letters set in 
metal channels, attached to the black glass? Signs are 
an integral part of a store front and should be included 
as part of the front. A sign such as you mention would 
appear to shorten the height of the front, whereas the 
suggested method heightens the front and lends it a 
more institutional air. 


FLUORESCENT LIGHTING ENHANCES GOLD 


N innovation in gold jewelry merchandising and dis 

play which has brought Coleman E. Adler & Sons, 

Inc., jewelers of New Orleans, rich results in sales vol- 

ume is the use of fluorescent lighting in show cases for 
gold alone. 

This is the only fluorescent light in the store, because 
Milton P. Adler, manager, believes it is not ideally 
adapted to the presentation of silver, diamonds, or pre- 
cious stones. Diamonds quite often, are notably “dead’ 
under the brilliant bluish illumination. In this way, the 
Adler store believes fluorescent light is more drawback 
than asset. 

In the case of gold, however, there is an entirely dif- 
ferent story. The front display case at Adler’s, which 
shows all gold necklaces, bracelets, clips, studs, brooches 
and cigarette cases with other merchandise, is bright 
with fluorescent illumination. Here, gold jewelry has 
been found to give off a rich luster when subjected to 
the new lighting which considerably steps up its im- 
pulse appeal. 

The nine-foot case, which has three sides, has been 
given special color treatment in combination with gold 
and fluorescent trim. It is completely lined with deli- 
cate pink satin—this pulled tight and smooth as glass. 
On the satin are shown individual trays for each type 
of gold jewelry, which are done in bright yellow satin 
in walnut frames. Three sets of fluorescent tubes are 
arranged along the upper case ledge, so their light is 
brought within a few inches of the gold jewelry. Use 
of the warm, softly blending pink and yellow satin 
colors thus removes the bluish note commonly associated 
with fluorescent light and often responsible for a some- 
what garish appearance. With this arrangement gold 
has a gentle glint which responds admirably to the light- 
ing system and catches the eye much more effectively. 
According to salesmen, gold jewelry is showing a steady 
increase traceable directly to the better display thus pro- 
vided. 
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LATEST! 


MOST ATTRACTIVE! 


PINK GOLD 


ALSO 
RED, YELLOW & WHITE GOLD 
PLATINUM, IRIDIUM-PLATINUM 


GET THE BEST 


JOSEPH B. COOPER & SON 


INCORPORATED 





26 John St., New York 


Factory: Brooklyn, N.Y. 


Our Reputation Is Our Success 











“A THING OF BEAUTY 
IS A JOY FOREVER" 


THE GLORIOUS BOW-KNOT PIN — illustration is %e actual size. 


Yes! Fine quality imported stones—not plastics! A 
galaxy of various cuts designed to bring out this beau- 
tiful bow-knot pin. Available in crystal stones only, to 
retail under $10.00. 


H. M. Schrager & Co., Inc. 


303 5th Ave., New York City — 36 S. State St., Chicago 
Samples furnished to responsible firms. Write New York Office. 
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SILVER 


FOR SILVERSMITHS 





FINE SILVER ANODES AND 
GRANULATED SILVER 999.5+ 


STERLING AND COIN SILVER: 
BARS, SHEET, WIRE, CIRCLES, 
BLANKS, STRIP, OVALS, ETC. 


WIDTHS TO 28 INCHES, 
ANY LENGTH 


SILVER BRAZING ALLOYS 
FLUXES 








PLATINUM AND THE 
PLATINUM METALS 


The American Platinum Works 
Newark EST. AW) 1875 New Jersey 


REFINERS — MANUFACTURERS 














BY | IN ON THE WORLD'S 


MOST EFFECTIVE SALES STIMULANT! 






Right now’s the time to put a brand new Kawneer 
Store Front to work for you—holding old custom- 
ers, attracting new ones. Lots of them, too. 


The effect is really amazing—as thousands of suc- 
cessful merchants in every line will tell you. It's 
an investment that pays spectacular dividends the 
first year, and every year for a long time to come. 





Write Kawneer today, for free illustrated store front 
booklet and facts on superior Kawneer Store Front 
features that mean greater value for your money. 


Kawneer 


[ 


STORE FRONTS 


COUPON BRINGS YOU ILLUSTRATED 
BOOKLET ON NEW STORE FRONTS 
sano —gpraianiaastpainaartoeatarctarateapimsinatieeiaaiatin 


The Kawneer Company, Niles, Michigan 
Please send free copy of your new illustrated store front | 


booklet. JC-5 i 
Name ae — = 
F a 


il, ls Bilis ase, Vids 


| = 
a 














-ss288286 






Address — ns 


an ee ee ee ee es a 


96 THE JEWELERS’ CIRCULAR-KEYSTONE 
for May, 1941 














"CUSTOM TOUCH" AIDS WATCH SALES 


TEP\HERE’S not much the jeweler can do to augment 

his watch business, according to Milton P. Adler, 
manager of the Coleman Adler jewelry store of New 
Orleans, La., than to present his merchandise well, and 
to effectively use the hundreds of promotional display 
tools provided by manufacturers. The value of the watch 
is already there, and the tools by which to make it at- 
tractive. 

Yet, a huge opportunity for increasing watch turn- 
over lies in how the sale is made, according to the 
Southern jeweler. Up to the point of coming in to the 
store, the prospective watch purchaser is guided entirely 
by magazine and newspaper advertising, and the faith 
he has built up in any particular brand of watch through 
constantly associating it with quality and service in na- 
tional promotion. Irom that point on, Mr. Adler points 
out, he is in the jeweler’s hands, and whether or not he 
is handled correctly means the difference between losing 
a good customer, and making a worthwhile amount of 
future sales. Many a customer, it was indicated, has 
been lost to the jewelry store through the fact that one 
small part of the approach dissatisfied him. 

A “custom touch” fas added an inconspicuous extra 
and 
without particular emphasis, has brought literally hun- 
dreds of repeat sales. This “custom touch” lies in the 
simple fact that every watch prospect of the store is 
seated comfortably, and his watch fitted in the same way 
a fine diamond would be sold. 

At a convenient spot on the right hand side of the 
Adler store, all wrist watches are shown in a horizontal 


bit to each watch sale at Adler’s for many years 


glass case, with two comfortable leather chairs for cus- 
tomers, and another for the store salesman. The case 
measures 6 x 4 feet, with all merchandise on a flat sur- 
face inside, facing straight up. At one end is a brilliant 
direct-light lamp. With this arrangement, the seated cus- 
tomer can easily see every wrist watch on display. 

When the watch customer makes known his purpose, 
he is seated at the case, and the lamp switched on before 
any conversation ensues. Then, with the whole array of 
watches spread out before him, the salesman can ask his 
customer what make or type of watch is desired, and 
find it immediately with the whole stock at arm’s reach. 
Quite often, the customer himself will make the selection 
while he is being asked what model he desires—pointing 
to this and that watch, and asking to have it shown. 

When the price is ascertained, the watch is slipped on 
his wrist, and fastened carefully before it is lifted under 
the lamp for the examination. At this point, the sales- 
man uses simple psychology in asking “isn’t it striking?” 
Or “Don’t you admire the yellow gold with brown 
leather ?’’—all questions which lead the purchaser to 
say ‘““Yes.”” Other watches on the case top are always 
laid carefully on a black velvet pad before another is 
picked up. In this way, the customer is made to feel he 
is buying an object of value, and learns an appreciation 
of the store which continues into later business for vears 





to come. 


Easy way to achieve a “quality” feel for a window! 
Simply arrange a few pieces in the center, leaving the 
rest of the window without display. Spotlight the mer- 


chandise with white or colored light. 











WRITE! WIRE! 


munications confidential. 





Ave you Considering 


GOING OUT OF BUSINESS 


A definite decision? or a half-formulated plan in your mind ? 
In either case, consult Gordon Brothers for a sound basis on 
which to act. We are the largest jewelry stock buyers in the 
country, and because of our specialization usually make the 
highest bid. For further facts about us, consult the Jeweler’s 
Board of Trade or your local bank. And to give you some 
idea of the calibre of stocks we have purchased, here are 


a few of the many jewelry stocks 
purchased by us in the past ten years: 


C. P. Goldsmith, New York City $400,000. Newsalt’s, Dayton, 
Ohio $500,000. Harris & Shaffer, Washington, D. C. $250,- 
000. Siebel’s, Saginaw, Mich. $65,000. Koch’s, Savannah, Ga. 
$50,000 and others too numerous to tabulate. 


PHONE! 


We'll call on you at our expense, 
and cf course keep your com- 





OR PERHAPS you 
have surplus stock 
that should be con- 
verted into cash? Ship 
it to us. Within 24 
hours, our check goes 
out to you as an offer, 
your stock held intact 
awaiting your accept- 
ance. If unsatisfac- 
tory, your merchan- 
dise shipped back to 


you at once! 











ordon J>ros. 


Cash Buyers of Jewelry Stocks and Fixtures 
18 PROVINCE ST. BOSTON, MASS. 
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STERLING FLaTwarr 
PATTERN INDEX 








Completely 
Revised 


and 
Up to date 


CONTAINING 


%308 Active Patterns 


% 605 Inactive Patterns 
%415 Obsolete Patterns 


new Salesman for your Store! 


THE STERLING FLATWARE PATTERN INDEX 


HE Sterling Flatware Pattern Index is a specialized dictionary of flat- 
ware patterns. It is indispensable for tracing patterns to be matched, 
and for making selling suggestions to your customers. 


It is completely revised and up to date. For quick, easy reference the pat- 
tern names are arranged alphabetically under one combined index and 
again by companies using them. They are beautifully illustrated on fine 
coated paper and enclosed in a rich leather ring binder. 


The Sterling Flatware Pattern Index is in loose leaf form so that revisions 
can be conveniently inserted to keep it perpetually up to date. It is an 
attractive addition to your every day selling tools. 


Price with binder, $15. Without binder, $10. Revisions are supplied every 
two years at nominal cost. 


Information 





found in no 





other single 





publication 
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NEW LONG-DISTANCE RECORD FOR REPAIR JOB? 


Every now and then we hear of some jeweler or 
watchmaker having a timepiece sent to him from some 
far away spot with an order to repair and return it. 

Here’s an instance of that sort which is especially 
remarkable not only because the timekeeper was sent 
half way around the world but because the jeweler as 
well as the customer is in a place that probably most of 
you have never heard of. 

Culpeper, Va. (population 2379), is not exactly 
metropolis, but recently D. M. Stultz, 
jewelry store and watch repair shop there, received a 


who has 





bulky package which, 





a | 


a | 


| gold- —_ $6.00. 


had started its long journey from a tiny village in the | 


Belgian Congo, deep in the heart of the central African 
jungle. Inside was a French chime clock with a letter 
asking Stultz to repair and return it, and enclosing pay- 
ment in the form of four bank notes for 20 frances each, 
issued by the bank of the Belgian Congo. 

The sender was the Rev. J. J. Davis, a Methodist 
missionary, who for the past 18 years has been stationed 
at a place called Lusambo, 80 miles from the 
nearest store or post office. 
to that nearest town by a native runner, and there en- 
trusted to the 
half way around the world to Culpeper, Va. 


some 


Stultz kept at least one of the elaborately engraved 
Belgian Congo banknotes, as a souvenir of his long-dis- 


tance repair job. The circle in the banknote, when held 


up to the light, reveals an elephant’s head watermark. 


6. |. A. DEVELOPS DIAMOND-GRADING AID 


The qualities of natural north 
daylight, so essential in the ac- 
curate grading of diamonds, 
are said to be approximated in 
the Diamolite, a compact in- 
strument recently perfected by 
the Gemological Institute of 
America, Los Angeles. Corn- 
ing glass filters of a special 
type, the G.I.A. says, trans- 
form ordinary incandescent 
light into a spectroscopic like- 
ness of natural north daylight. 

The opening inside which the 
diamonds are examined mea- 
sures about eight inches across 
and is lined in a neutral shade. 





The G. |. A. Diamolite 
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The clock had been carried | 


postmaster from whom it had traveled | 





aes 






















- 
Classic 

Stunning wafer-thin mani- 
cure case in rich unusual 
shades of fine genuine 
leather. Smoldering Red, 
Everglade Green, and Tropic 
Tan. Two pairs of scissors. In 
nickel-plate, $5.00 retail. In 








a ? LY 0 

Witching Hour 
A half moon party case which will also 
hold manicure accessories or cosmetic 
didos. Lovely in shimmering Star Dust. 
Fitted with grand mirror, comb, file, and 
mad money purse. Retail price $6.00. 










Comb-and-File Sheath Case 
Cowhide, $1.50 « Pigskin, $1.75 














Comb-and-File Pocket Case 
Pigskin, $2.00 
Other leathers, $1.00 






C. J. BATES & SON, 366 Fifth Ave., New York 


Factory at Chester, Conn. 












"Life With Father" moustache cup 
set. Cup serves as cigarette con- 
tainer, saucer as ash tray. Whimsical 
Gay Nineties revival for Father's Day. 
In Stanite, $5.50 the set, retail. San 
Giovanni & Co., 35 W. 2Ist St., N. Y. 


Belgian flower urn, gold or silver fin. 
ish metal base; height, 7"; retail, $5, 
Also without handles and in varied 
sizes, $4 to $7.50. Paul A. Straub & 
Co., Inc., 19 East 26th St., N. Y¥. C, 





There'll Always 
Be A Gift Market 


N the window of a retail jewelry store in down- 

town Philadelphia a line of neat gold script an- 
nounces: “Jeweler by Birth,” and the display within 
tells of a striking metamorphosis and growth. It contains 
groupings of first-quality gifts set off with such charac- 
ter and distinctiveness as to create the impression that 
each gift has been treated as though it, too, were a dia- by J. RICHARD IANDER 
mond or a matchless string of pearls. 

This “jeweler by birth,” then, is in the gift business, 
no doubt of that. So are thousands more retail jewelers 
throughout the nation now. Our jeweler in question 
might be at one with any other of them, save for one 
point: he doesn’t consider his gift and art department an 





adjunct to his jewelry business, born of economic exi- 
gency. He considers it an integral, permanent part of 
his store. 

The twilight of the lush money days of the “Pay 
20’s,”” the onset of the depression may have begun the 
jeweler’s metamorphosis toward gift merchandising. The 
current war, with the import jewelry market partially 
cut off, is continuing it. What will come next? 





Reproduction in Early American tole— 
hand made and hand painted, variety 
of decorations, liquor- and heat-proof. 
Retail, $9. Offered by Lillian E. Sher- 
man, 225 Fifth Ave., New York. 


Utility book-ends with 30-hr. clock 
and fountain pen holder; genuine full- 
leather covered; height 5", overall 
length II", varied styles and types. 
Retail $13.50 per pair without the pen. 
From Friedlaender, Belmuth & Appel- 
baum, Inc., 53 W. 23rd St., N. Y. 
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Hand stone-engraved vases employing 
patriotic motif. Retail $25 per pair. 
They're available from Robert Pierce, 


1532 Merchandise Mart, Chicago. 


What will be our economic picture under the “impact” of 
peace, when the war is over? Will it have been the part 
of wisdom not to have cultivated giftware sales even 
though a booming luxury market today makes a higher 
unit sale more feasible than it has been for a decade. 
Shall good gift business be thrown away? Or, may not 
the scattered crumbs of today’s “adjunct” gift business 
become the jeweler’s “‘staff of life” tomorrow? 

Quality, ves. Not gift selling for the sake of sales, but 
for the sake of the store and the jeweler’s better exis- 
tence. The ‘“Six-Steps-Down Nifty Gifty” will take 
care of flash-in-the-pan novelty gift business. Depart- 
ment stores, too. will have their type of volume sales in 
gifts. That still leaves a merchandising gap in gifts that 
the jeweler is singularly qualified to fill—giftwares, dis- 
tinctive or classical of type, moderate of price, but, above 
all, unparalleled in quality. 

That kind of gift business isn’t adjunct or transitory. 
Perhaps, today, giftwares evidence a greater stability- 
at production source, at least—than some of the most 


traditional of jewelry store merchandise. 





finish. Retail, 
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Life-size birch cigarette or short flower 
holder. Available in natural or black 


1590 Merchandise Mart, Chicago, Ill. 
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"The Snail Driver''—utility decorative 
ceramic piece by Coventry Ware, Inc., 
Barbertson, Ohio. From a new group, 
retail price range $1.25 to $4. A. 
Stanley Brussel, 225 Fifth Ave., N. Y. 


"Cock of the Morning” indi- 
vidual drip coffee pot with sil- 
very metal top. Heat-resistant 
glass, contents two cups; cloth 
drip bag is replaceable. Re- 
tail $1. Everlast Metal Products 
Corp., 225 Fifth Ave., New York 





A cross-section of modern youth in 
caricature. Hand decorated. Retail, 
$1 per figure. Offered by A. L. Lari- 


$5.50. Bellette, 
mer, 225 Fifth Avenue, New York 


Inc., 








MAMMOTH Dresden china vase is drawing the 

comment of visitors to the new ground-floor show- 
rooms of Paul A. Straub & Co., Inc., at 19 E. 26th St., 
New York City. The highly ornate vase, which towers 
five feet high, is decorated with two paintings of pas- 
toral and allegorical subjects—one on either side—and 
superimposed with full-relief sculptures of flowers and 
fruits. A seated female figure adorns the pinnacle of the 
$2,500 vase, hugeness of which required its casting in six 
pieces. 

* * * 

FatHer’s Day PROMOTION among jewelers will be 
given exceptional impetus by San Giovanni & Co., Inc., 
35 W. 21st St., New York City, whose “Life With 
Father” moustache cup smoker’s set is illustrated in the 
gift pages of this issue. Through John Latham Toohey, 
press relations director for Oscar Serlin, producer of 
“Life With Father,” arrangements have been made for 
distribution among jewelers of attractive counter display 
cards and other advertising tie-ups using the play’s title 
and a picture of the play’s moustached hero to be shown 
in connection with the unique set. Edward San Giovanni, 
well-known for his design ability to translate whimsy 
into utility, executed the cup cigarette container and ash 
tray saucer produced in Stanite metal. 


‘““MaxIMUM FOR ExporT’’ and “‘no intention to slacken 
export efforts” advises a letter from Robert G. Inman, 
of the advertising department of Copeland & Thompson, 
Inc., 206 Fifth Ave., New York, importers of Spode 
china. “In other words,” states Mr. Inman, “our ship- 
ments of Spode are coming in regularly and we expect 
them to continue.’”’ The company further reports normal 
delivery on both stock and import orders. 

* * * 

GIFTWARE SALES FoR Fesruary, according to the 
monthly report “Barometer of Buying,’ prepared by the 
Merchandise Mart, Chicago, ran 4.7 per cent ahead of 
January, and maintained a level of 22.9 per cent above 
1940 figures for the corresponding month. February 
china, glass and pottery sales at the Mart topped Janu- 
ary totals 13 per cent and were 21.9 per cent ahead of 
sales for the same period in 1940. “Quality china and 
glassware manufacturers,’ states the report, “have re- 
ported no increases in prices this year, but competitive 
lines in lower price brackets were raised 10 to 15 per 
cent during February.” 

* * * 

A NUMBER OF VARIED GiFvs in china, glass, metals, etc., 
all quality executions and employing a patriotic motif 
are available from most of the gift houses. A general 
promotion opportunity for these arises with the celebra- 
tion, under Presidential proclamation, of “I Am An 
American’ Day on May 18. Also, since civic clubs, pa- 
triotic organizations, fraternal societies, etc., etc., are to 
sponsor celebrations, jewelers will find opportunity to 
further establish themselves as gift award consultants. 








Ring J 


c eee 
SPORT mn 





aan 


A 
\ att ORT KNIFE 





@ Display cards for 
every season and oc- 
casion fit into lower 
right-hand corner of 
cabinet to promote sea- 
_ sonal sales. 


Get more Graduation and 
Father's Day Sales with the 
CHRISTY SPORT KNIFE 
Full-Line Display Cabinet 


@ Richly designed in red and gold. Only 7” x 


11” counter space. Attractively displays all 3 
De Luxe and 3 Standard models, individually 
boxed. Storage space in cabinet base for extra 
stock. 


@ If you are one of the many dealers already 
displaying the Full Line Cabinet, see that it is 
completely stocked for Graduation and Father’s 
Day Sales—or ask at once how you can get this 
valuable Selling Cabinet at no cost to you. 





@In addition, dealers 
are supplied with indi- 
vidual gift cards that fit 
the De Luxe boxes. Pro- 
motes sales on De Luxe 
models by allowing for 
personalizing the gift 
by written name or 
message. 


The CHRISTY Company, Dept. CK-14, Fremont, Ohio 
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A NEW CREATION IN WATCH STRAPS 


“SINGAPORE KOROSEAL” 
Molded WATCH STRAPS 


Perforated for Summer Wear 


It is not a glass strap. It has the appearance of glass. 


It is ae BI 'T It has many times the 
t is not a leather strap. eee strength of leather. 


It is not a rubber strap. It has the comfort of linen. 





A beautiful molded strap in the new summer shades—crystal, medium 
blue, navy blue, brown, and cherry furnished in plain or perforated 
design. Sizes 544”—9/16”—!,”. 

A Jewelry Store Quality. 

The only strap of its kind and not to be confused with synthetic glass 
straps now on the market. 

It is a patented compound and is— 


Resistant to prolonged flexing. Resistant to strong corrosives. 

Resistant to sunlight. Resistant to water. 

Resistant to acids. Resistant to oxidation. 
Resistant to perspiration. 


In many rigid tests it was found that Koroseal* caused no skin irritation. 
Dealers, please contact your jobber. 








Jobbers and Wholesalers Communicate with Us for Further Details and Samples 


AKRON LINEN PRODUCTS COMPANY, 109 N. Union St., Akron, Ohio 


(Originators of Linen and Cloth Straps for summer wear) 
* A trade-mark of The B. F. Goodrich Company. 














Attractive — Wellmade 
Stock Ring Cases 


Covered with either 
genuine or imitation 
black leather. Lined with 
fine grade of silk velvet. 
Two sturdy spring bolt 
catches make the cases 
easy to open and close. 
Half size cases blocked 
for 48 men's rings or 60 





ladies’. Full size cases 
blocked for 84 men's rings 
or 120 ladies’. Choice of either black or purple lining. 


WRITE 
FOR OUR 
COMPLETE 
PRICE 
LIST 
OF STOCK 
ITEMS 


No. 748 Leather—No. 794 Imit. Lea. 


Spode ANN HATHAWAY 


The lasting beauty of Spode is ap- 
preciated by your better customers. 





No. 2098 
Leather 
* 
No. 795 
Imit. Lea. 





Sole Agents and Wholesale Distributors 


COPELAND & THOMPSON, INC., 206 Fifth Ave., NewYork RUECKERT MFG. CO. 


69 SPRAGUE STREET, PROVIDENCE, R. I. 
Chicago—H. A. BREDEL—27 E. MONROE ST. 
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Directory of Trade Associations 
NATIONAL 


The names given in each case are those of the president and secretary. 


American Gem Society—John S. Kennard, c/o Hodgson-Kennard Co., 15 Arlington St., 
Boston, International Committee chairman; Robert M. Shipley, 541 S. Alexandria 
Ave., Los Angeles, exec. dir. 

American Jeweled Watch Manufacturers Association—C. M Kendig, c/o Hamilton 
Watch Co., Lancaster, Pa. 

American Jewelers’ Protective Association—-Meyer D. Rothschild, 6 W. 48th St.; 
Walter N. Kahn, 608 5th Ave.; Ann W. Jay, Asst. Sec., 17 W. 45th St., 
New York. 

American National Retail Jewelers Association—Henry W. Von Unruh, 932 MeMillan 
St., Cincinnati; Charles T. Evans, 22 W. 48th St., New York. 

American Watch Assemblers Association—Oscar M. Lazrus, Benrus Watch Co., 200 
Hudson St., New York; I. Robbins Kornbliet, 347 Madison Ave., New York, 
exec. sect. 

Brotherhood of Traveling Jewelers—Bernard J. Clark, 366 5th Ave., New York; 
Archer L. Chapin, c/o Larter & Sons, 88 Parkhurst St., Newark. 

mr Jewelers Association—Berger E. Ekblad, Toronto; N. J. Leach, 73 Richmond 

W.. Toronto, Canada. 

Clock Sainabicnmees® Association of America—S. F. Ferguson, c/o General ‘Time 
Instruments Corp., 109 Lafayette St., New York; J. M. Ivory, 90 Broad St., 
New York, exec. sect. 

Eastern Manufacturers and Importers Exhibit, Inc.—A. Stanley Brussel, 225 Sth 
Ave.; George F. Little, 220 5th Ave., New York, mgr. dir. 

Gemological Institute of America, 541 S. Alexandria Ave., Los Angeles-—Kdward 
F. Herschede, 8 W. 4th St., Cincinnati, O.; George C. Brock, c/o Brock Co., 
517 W. 7th St., Los Angeles. 

Horological Institute of America—Howard L. Beehler, c/o Hamilton Watch Co., 
Lancaster, Pa.; R. E. Gould, c/o National Bureau of Standards, Washington. 

The Jewelers Board of Trade—Howard L. Carpenter, Albert Walker Co., 202 Washing- 
ton St.; Horace M. Peck (also treasurer), Turks Head Bldg., Providence, R. I 

Jewelry industry Publicity Board—Kenneth I. Van Cott; Marcus & Co., 679 Sth 
Ave.; William D. McNeil, exec. sect., 366 5th Ave., New York City. 


Jewelers’ Security Alliance—Walter Eitelbach, 608 Fifth Ave., New York; Richard C, 
Murphy, 535 5th Ave., New York, exec. sect. 

Jewelers’ Vigilance Committee—G. H. Niemeyer, 82 Fulton St.; Miss Alice M. Lyon, 
c/o Handy & Harman, 82 Fulton St., New York. 

ae Crafts Association—Rawson L. Wood, c/o J. R. Wood & Sons, Inc., 216 E, 

45th St., New York; Henry L. Sperling, 20 W. 47th St., New York. 

Machine Chain Mfas. Association—Gottlob Armburst, Armburst Chain Co., Inc., 95 

— St.; Henry Goeckel, Pilling Chain Co., 140 Benedict St., Providence, 


Metal .~o Manufacturers’ Association—Joseph I’. Whitaker c/o Whitaker- 
Fielding Co., 35 Baker St., Providence; William G. Lind, Jr., c/o T. W, 
Lind Co., 171 Eddy St., Providence, R. I. 

none Fg ge of Credit Jewelers—Ralph E. Roessler, 102 E. 4th St., 

; J. Frank Newman, 31 N. State St., Chicago, Ill. 

National geek. Jewelers Association—Leo ¥. Krussman, c/o Trifari, Krussman & 
Fishel, Inc., 460 W. 34th St., New York; Nat Levy, c/o Nat Levy-Urie Mandle 
Corp., 411 bth Ave., New York. 

National Gift and Art Association—Henry Underberg, 225 5th Ave., New York; 
George F. Little, 220 5th Ave., New York. 

a Jewelers Mutuat Fire Insurance Co.—Leonard M. Nelson, Madison, Wis.; 

W. Anderson, Neenah, Wisc. 

National Wholesale Jewelers’ Association—Lloyd G. Pattee, S. H. Clausin & Co., 
Minneapolis, Minn.; George A. Fernley, 505 Arch St., Philadelphia, Pa. 

New England Manufacturing Jewelers’ & Silversmiths’ Association—Frederick A. 
Ballou, Jr., B. A. Ballou & Co., 61 Peck St., Providence, R. I.; Edward 0, 
Otis, Jr., exec, sect., c/o Providence Biltmore Hotel, Providence, R. 

Precious Stone Dealers Association—Leopold Nathan, S. Nathan & Co., 610 Sth Ave.; 
Isidor Lassner, 10 W. 47th St., New York. 

Sterling Silversmiths Guild of America—Roy Wilcox, International Silver Co., Meriden, 
Conn,; Alexander Vincent, 20 W. 47th St., New York. 

United Horological Association of America—-J. Phillip Sommer, 1524 Beaver Ave., 
Pittsburgh, Pa.; O. R. Hagans, 3226 FE. Colfax Ave., Denver, Colo. 


Marion, 


STATE 


The names given in each case are those of the president and secretary. 


Alabama Retail Jewelers Association—Robert Bromberg, Bromberg & Co., 218 N. 20th 
ry F. W. Anderson, Jobe-Rose Jewelry Co., 1917 2nd Ave., N., ‘Birmingham, 

Arizona Retail Jewelers Association—Elmer Present, Tucson; Adolph J. Cubitto, Globe. 

— — Jewelers Association—Hoyt T. Purvis, Jonesboro; John Stinson, Jr., 
amden. 

Associated Credit Jewelers of New York and New Jersey—C. M. Bradbury, Royal 
Diamond & Watch Co., 24 W. 40th St.; William Wagner, 43 W. 34th St., 
New York. 

California Horological Association—John J. Nooyen, Santa Monica; Roland C. Wilson, 
San Diego. 

California Retail Jewelers Association—P. H. Boyson, 215 Pine Ave., ae Beach; 

R. Burke, 2199 Shattuck Ave., Berkeley; Arthur H. Dibbern, 213 S . Glen- 

dale Ave., Glendale, mgr. dir. 

Colorado Retail Jewelers Association—Wolf Hansen; O. R. Hagans, 3226 E. Colfax 
Ave., Denver. 

—— Horological Association—Charles Stowe, Hartford; T. W. Burt, Willi- 
mantic, 

Connecticut Retail Jewelers Association—Frank L. Wilson, Danbury; Emil Weber, 
39 Colony St., Meriden. 

Florida Retail Jewelers Association—H. F. Underwood, First National Bldg., Palatka; 
3. W. Lawton, Orlando. 

Georgia Retail Jewelers Association—Robert C. Quinlan, c/o Williams Jewelry Co., 
Macon, Ga.; J. H. Reed, 2119 McLendon Ave., N. E., Atlanta, exec. sect. 
Horological Association of Arizona—Max Reiter, Phoenix; George L. Burgess, 16 N. 

2nd Ave., Phoenix. 
Horological Association of Georgia—Rudy L. Schneider, 107 Peachtree St., Atlanta. 
Horological Association of Idaho—Charles A. Braun, 434 State St., Weiser; Lester 
Hamilton, Nampa. 
aoe Association of lowa—E. L. Berner, Fort Dodge; Perry Berglund, Sioux 
ty. 
Horological Association of Kansas—P. E. Loomis, Newton; D. A. Wells, 315 W. 18th 
t., Hutchinson. 
Horological Association of Nebraska—Ashley W. Conger, Grand Island; Clarence 
Bleyle, Hastings. 
Horological Association of Virginia—Theron 0. Sower; Miss Lorene M. Tinsley, 361 
Walnut Ave., Roanoke. 
iMinois Retail Jewelers Association—Carl E. Lindquist, Rockford; Henry T. Mortensen, 
: 0 S. Wabash Ave., Chicago. 
indiana Retail Jewelers Association—Irving Chayken, Hammond; Herman L. Lodde, 
708 State Life Bldg., Indianapolis, mgr. dir. 
lowa Retail Jewelers Association—Grant Dudgeon, Ames; William Joseph, c/o 8S. 
Joseph & Sons, 320 6th Ave., Des Moines, Ia. 
a Jewelers Association—Frank Pfeiffer, Parsons; William J. Glick, Junc- 
on J. 
Kentucky Retail Jewelers Association—Nolte C. Ament, Louisville; Percy B. Stith, 
; 329 Guthrie St., Louisville. 
Louisiana Retail Jewelers Association—Ralph Hereford, 218 Baronne St., New Orleans; 
, S. Goldberg, Rider Jewelry Co., 161 3rd St., Baton Rouge, acting sect. 
Maine Retail Jewelers Association—L. Jerome Eno, Skowhegan; Stanton R. Francis, 
Brunswick. 
Maryland-Delaware- District of Columbia Jewelers Association—Sidney M. Selinger, 
Washington, ; Elwood A. Davis, 831 Market St., Wilmington, Del. 
Massachusetts Horological Association—Henry Desjardin, Beverly; Col. William H. 
Bright, Waltham, Mass. 

Massachusetts & Rhode Island Retail Jewelers Association—Frederick T. Widmer, 31 
West St., Boston; John H. Peterson, Needham, Mass. 

Master Watchmakers of Colorado, Inc.—Ernst Peterson, 1626 Welton St.; O. R. 
Hagans, 3226 E. Colfax Ave., Denver. 

Mastcr Watchmakers Association of IMinois—Harold J. Frisbie, 619 S. Pine St., 
Freeport, secretary. 

Master Watchmakers Association of Oregon—R. E. Drews; H. Sabro, 6335 S. E. 19th 
Ave., Portland. 

me Retail Jewelers Association—Paul Morrison, Kalamazoo; Howard Doxtader, 
210 E. Grand River Ave., Lansing. 

Michigan Watchmakers Association—Stanley Gaver, Grand Rapids; Brayton Lemon, 
Grand Rapids. 

a Watchmakers Association—W. W. Luce, Duluth; C. W. Gaskell, 
St. Paul. 


Minnesota Retail Jewelers Association —Maurice Adelsheim; Morton A. Sauer, 401 
Nicollet Ave., Minneapolis. 

Missouri Horological ——— Gable, St. Louis; Joseph Obermann, c/o 
Heffern-Neuhoff, St. Loui 

Missouri Retail Jewelers Association—Phil Dahlmeyer, Jefferson City; Fred Sands, 
Diercks Bldg., Kansas City. 

Nebraska Retail Jewelers Association—Harry Dixon, North Platte; Charles J. Stiastny, 
Lincoln. 

New Hampshire Retail Jewelers Association—-Leonard H. Vancore, Colebrook; Mrs. 
Addie Fiske Goodell, Epping. 

New Jersey Retail Jewelers Association—L. J. Rad, 639 Bergenline Ave., West New 
York; Henry C, Gelula, 1532 Atlantic Ave., Atlantic City. 

New Mexico Retail Jewelers Association—Paul R, Gantz, Silver City; Hoyt V. Hat- 
field, c/o Mindlin Jewelry Co., 314 W. Central Ave., Albuquerque. 

New York State Retail Jewelers Association—Leon Davis, Binghamton; E. Lathrop 
Sunderlin, 74 East Ave., Rochester. 

New York State Horological Association—Max J. Schwartz, 825 Flatbush Ave., Brook- 
lyn; Fred H, Nhare, Syracuse. 

North Carolina Retail Jewelers Association—Duftie Bruns, Charlotte; William G. 
Frasier, Jr., 121 W. Main St., Durham, N, C. 

North Carolina State Horological Association—Lawrence G. Ballard, Box 596, Wilson, 
secretary. 

North Dakota Retail Jewelers Association--C. A. Bonham, Bismarck; Iver 
Mandan. 

Ohio Retail Jewelers Association—H. Bruce McCague, Cowell & Hubbard Co., Inc., 
1305 Euclid Ave.; Hugh N. Beattie, 1117 Euclid Ave., Cleveland. 

Ohio Watchmakers Association—L. W. Heimberger, 245 S. High St., Columbus; 
Frank W. Foegler, Cincinnati. 

Oklahoma Horological Association—Carl D. Hurst, Boulton & Co., Oklahoma City; 
Mark Taylor, Lesters’ Shoshone Jewelers, Shawnee. 

Oklahoma Retail Jewelers Association—H. V. Gritz, Enid; 

Oregon Retail Jewelers Association—Albert Molin, Portland; 
824 S. W. Sth Ave., Portland. 

Pennsylvania, Horological Association of—-H. 0. Irwin, New Castle; J. P. Sommer, 
1524 Beaver Ave., Pittsburgh. 

—— Retail Jewelers Association—H. R. Rogalsky, Bradford; Frank ©. Bayer, 
17 E. Market St., York. 

Retail Jewelers Association of Western Pennsylvania—Leonard D. Helfer, 715 Liberty 
Ave., Pittsburgh; Herman M. Hollander, Plaza Bldg., Pittsburgh, mgr. dit 

Rhode Island Horological Association—Joseph H. Coutu, Olneyville; John Clinton. 

South Carolina Retail Credit Jewelers, Inc.—P. H. Nunnery, Columbia; J. M. Broome, 
Columbia. 

South Carolina Retail Jewelers Association—Rufus D. Lewis, Spartanburg; Rudolph 
J. Ortman, Charleston. 

South Dakota Retail Jewelers’ Association—Carl R. Damuth, Redfield, acting secretary 

Tennessee Retail Jewelers Association—C. C. Breese, Franklin; D. M. Meeks, Dyers: 
burg. 

Tennessee Watchmakers & Jewelers Association—-S. George Cochron, Nashville; Ralph 
Langreck, 42 Arcade, Nashville. 

Texas Retail Jewelers Association—Melrose Tappan, Sherman; H. E. Dill, 1521 Com- 
merce St., Dallas, mgr. dir. 

Vermont Retail Jewelers Association—Napoleon 0. Cote, Bellows Falls; Wayland 8. 
Bristol, Vergennes. 

Virginia Retail Jewelers Association—Charles Bowen, Lynchburg; Frank L. Moose, 
207 S. Henry St., Roanoke, Va. 

Washington State Retail Jewelers Association—Jerry Cundiff, Walla Walla; W. J 
Hindley, Edmonds, 

Watchmakers Association of Indiana, Inc.—H. W. Schaefer, Indianapolis; Herman L 

dde, 708 State Life Bldg., Indianapolis, Ind. 

Watchmakers Association of Kentucky—-S. H. Shaw, 305 Mid-West Bldg., Louisville, 
president. 

Watchmakers Association of New Jersey—-Harry Van Laar, c/o Busch & Sons, Inc 
875 Broad St.; William C. Smith, c/o Busch & Sons, Newark. 

West Virginia Retail Jewelers Association—A. I. Polan, 708 Kanawha St., Charleston, 
William Caplan, 318 W. Pike St., Clarksburg. 

Wisconsin Retail Jewelers Association—Sam Dalin, West Allis; A. W. Anderson, 
Neenah. 

Wisconsin Watchmakers Association—Joseph Hurbis, Racine; B. W. Heald, 339 N. 
35th St., Milwaukee. 


Larson, 


C. W. Haupt, Bartlesville. 
Edward N. Weinbaum, 
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ARIZON A—Final legislative approval 
was given and the governor’s signature 
affixed to a bill strengthening the gar- 
nishment law. It requires a court to 
render judgment in cases involving 
money only, and that in cases involving 
less than $50 the money shall be paid 
into court to be turned over to the plain- 
tiff. 

CALIFORNIA—tThe assembly passed 
and sent to the senate for concurrence 
a bill to provide for the quality marking 
of articles made in whole or in part of 
platinum and other metals in the plati- 
num group, including iridium, palladium, 
ruthenium, rhodium and osmium, and 
their alloys. The assembly also ad- 
vanced toward passage, after it received 
a favorable report by the committee on 
mines and mining, a similar bill to pro- 
vide for quality marking of articles made 
of gold. 

The senate business and_ professions 
committee tabled bills which sponsors of 
fair trade and unfair sales acts said 
“practically repealed” those acts. 

ILLINOIS—The house passed and 
sent to the senate, where it was referred 
to the committee on judiciary, a bill to 
make it a misdemeanor for any person 
to issue any demand in garnishment upon 
an employe or employer without first 
securing a judgment against the em- 
ploye in a court of competent jurisdic- 
tion and having an execution issued on it. 

The senate advanced toward passage 
a bill to license and regulate itinerant 
merchants. The house committee on 
judiciary gave a favorable committee re- 
port to a bill for an unfair sales act, 
prohibiting sales below cost with the 
intention of injuring a competitor. 

After receiving a favorable commit- 
tee report, the house advanced to the 
final step before passage a bill to pro- 
hibit any person, firm or corporation en- 
gaged in any business to sell or procure 
for sale, or have in his or its possession, 
or under his or its control for sale to his 
or its employes, any article or merchan- 
dise not of his or its own production or 
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Trade Makes Gains in Legislative Halls 


Watchmaker Licensing Act is Signed by Oregon Governor; 
Second-hand Watch Bills Advanced in N. M., Ore., Texas, 
W. Va.; Stamping Laws Enacted by California Assembly 


April brought enactment of additional measures applying to the jewelry business 
in many states, and as the month drew to a close two-thirds of the 43 state legisla- 
tive bodies that convened in January had completed their work and adjourned. 
Legislatures in several other states prepared to complete their work during May, 
while a few may continue their sessions into June. 

With a few exceptions, state lawmaking bodies meeting this year will not convene 
again until 1943. Special sessions are being talked of in some states, but if called the 
legislators will confine their attention to revenue measures or to proposals to bring 
about greater state cooperation in the national defense program. 

State legislative activity of the past month included: 





not handled in his or its regular course 
of trade. 

IOWA—The senate received a favor- 
able report from its committee on manu- 
facturing, commerce and trade on a bill 
to prohibit sale of merchandise outside 
the trade of the seller. It is similar in 
intent to the Illinois measure reviewed 
here. The same committee favorably 
reported a bill for an unfair sales act 
to prohibit sales below cost. 

Disposal of stolen jewelry and other 
articles would be more difficult under 
a new house bill that would require 
keeping of records by persons who ac- 
cept personal property for resale. 

KANSAS—Both houses passed and 
sent to the governor a bill to license 
and regulate itinerant merchants. 

MAINE—A Dill passed by _ both 
branches and signed by the governor 
strengthens the unfair sales act by mak- 
ing “proof of any advertisement, offer 
to sell or sale of any item of merchan- 





Real Rhode Island Clambake 
To Feature Convention 
Of Jewelry Wholesalers 


Plans were being completed, last 
month, for the reception of several hun- 
dred jewelers at the annual convention 
of the National Wholesale Jewelers’ As- 
sociation at Providence, R. I., June 5 
and 6. 

First event of the convention will be 
a meeting of the executive committee of 
the association, Wednesday, June 4, the 
night preceding the opening session. Ac- 
cording to the still incomplete tentative 
program, the first meeting the following 
morning will include an address by 
President Lloyd G. Pattee, of S. H. 
Clausin & Co., Minneapolis; the report 
of Secretary George A. Fernley, of 
Philadelphia, and addresses by several 
other speakers. 

Thursday evening, June 5, the dele- 
gates will be the guests of the New Eng- 
land Manufacturing Jewelers & Silver- 
smiths’ Association at one of the conven- 
tion’s outstanding social events. This 
will be a Rhode Island clambake at the 
Pomham Club. 

Election of officers, reports of commit- 
tees and the report of Treasurer Joseph 
B. Bechtel, of Philadelphia, will mark 
the final business session Friday after- 
noon. The convention will be held in 
the Providence-Biltmore Hotel. 





dise by any retailer or wholesaler at less 
than cost to him as herein defined shall 
be prima facie evidence of intent to in- 
jure competitors and destroy competi- 
tion.” 

MICHIGAN—The senate passed and 
sent to the house, where it was referred 

(Please turn to page 107) 





All Exhibit Space for Joint ANRJA-NACJ Trade Show Sold; 
Retailer Attendance Also Expected to Set Record 


The “Standing Room Only” sign has 
already been hung on exhibit space at the 
1941 combined jewelry show, with the 
event still nearly four months away, ac- 
cording to the National Association of 
Credit Jewelers, which has charge of 
arrangements of this year’s event, which 


will be held at the Hotel Sherman, Chi- 


cago, Aug. 24 to 28. 

Everything sold in a modern jewelry 
store, from gems worth a king’s ransom 
to bowling balls, will be shown by man- 
ufacturers and wholesalers, of whom 156 
have already negotiated for display 
space. With the exception of three 
spaces the entire mezzanine exhibit area 
has been sold. In addition to booth ex- 
hibits there will be 30 room displays. 

Retailer attendance at the joint con- 
ventions of the American National Re- 
tail Jewelers Association and the Na- 
tional Association of Retail Jewelers is 
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likewise expected to establish a new all- 
time record. It will be the 15th annual 
convention for NACJ and the 36th of 
ANRJA. 

The two conventions will open simul- 
taneously with the exhibition on Sunday 
morning, Aug. 24, and extend through 
Aug. 28. As last year, when the first 
joint convention was held in New York 
City, ANRJA will utilize the morning 
hours for its meetings, and NACJ will 
utilize the afternoons. This arrangement 
not only eliminates any conflicts in meet- 
ing times but allows ample time for 
inspection of the displays. 

NACJ is now launching an intensive 
publicity campaign so that news of the 
exhibition and conventions will reach 
every retail jeweler in the country. 

Officers of both associations are hard 
at work shaping up interesting and help- 
ful programs. 








Trade Diversion Analyzed 
By Michigan Retailers 
At 36th Annual Meeting 


The Michigan R.J.A. at its 36th an- 
nual convention, April 20 to 22, at the 
Hotel Hayes, Jackson, Mich., really 
wrestled with the problem of trade diver- 
sion, and jewelers who attended un- 
doubtedly have a better understanding 
of how to cope with an all-too-familiar 
evil. 

In his annual message President Paul 
Morrison, Kalamazoo, stated that a real 
danger confronting the country today is 
not war in its crudest form but rather 
war in an economic form in which the 
retailer may be driven out of business 
by unfair trade practices. He pointed 
out the obvious dangers of employers 
obtaining all sorts of merchandise for 
their employes at wholesale. 

J. C. Amis, secretary of the Chicago 
Hardware Association, explained how his 
association handled a situation such as 
the retail jewelers are facing today. He 
presented facts and figures to demon- 
strate the vast amount of merchandise 
being sold direct at wholesale prices. He 
pointed out that not only is the retail 
trade losing its rightful revenue but 
also that states are losing vast sums in 
taxes that would be collected on goods 
if sold through regular channels. He 
advised that the evil can be overcome 
only through the efforts of strong state 
trade associations. 

In the spirit of the occasion a skit 
entitled, “The Super-Discount Market,” 
was presented by George Hale and Ken- 
neth Warn, of Western State Teachers 
College, forcibly bringing home to ‘those 
present how trade diversion agencies 
spring up and rob the legitimate re- 
tailers of their legitimate profit. 

There were about 150 jewelers and 
Wolverine Travelers in attendance at the 
opening session when Mayor Hackett 
made an address of welcome. 

Meeting in conjunction with the jew- 
elers were the Michigan Horological 
Association, the Wolverine Travelers, and 
the Michigan R.J.A. Auxiliary. The 
horologists held two sessions in charge 
of Stanley Gaver, Grand Rapids, and a 
dinner, with Jim Martinek, Traverse 
City, as toastmaster, on Sunday. 

An evening of fun was enjoyed at a 
buffet supper Sunday and the annual 
Pow Wow of the Wolverine Travelers, 
Tuesday evening, was the usual capital 
event. 

Breakfast conferences were held Mon- 
day and Tuesday mornings. There was 


MICHIGAN R.J.A. OFFICERS 





The state association officers are, |. to r., Sid 
Young, first vice*president; Paul Morrison, presi- 
dent; Howard Doxtader, secretary, and Bert Van- 
denberg, treasurer. 





WOLVERINE TRAVELERS 





The manufacturers’ and wholesalers’ repre- 
sentatives calling on the Michigan trade, named 
the officers shown, from left to right: Dan 
Gautherat, Secretary; Barney Drach, president; 
Rudy J. Than, 2nd v.p., and Paul E. Schmidt, 
Ist v.p. 


a lot of bowling, with scheduled matches 
between teams of the Michigan R.J.A. 
and the Travelers, and between the Jew- 
elers’ Ladies and the Travelers’ Ladies. 
Sid Young, Jackson, vice-president, was 
toastmaster at the banquet Monday 
evening, at which there were movies on 
“The Cutting of a Diamond,” furnished 
by Baumgold Bros., and on “The Mak- 








ing of a Spoon,” by International Silver 
Co. 

Three interesting addresses scheduled 
for the final session’s program were “] 
Am An American,” by Armin Friedman, 
Chicago, of the American Weekly; “Some 
Reasons Why,” by Charles T. Evans, 
ANRJA secretary, and “Use Tax,” by 
Walter Reddy, Lansing, of the State 
Sales Tax Commission. 





Duke Who Owned 
Hope Diamond Dies 


Henry Francis Hope, eighth Duke of 
Newcastle, who in 1906 sold the famous 
blue Hope diamond to a New York 
jeweler, died in England last month, 
aged 75. 

Henry Thomas Hope, grandfather of 
the duke, had purchased the stone in 
Antwerp nearly a century before. “In 
my family there was never any tradition 
of ill luck about the stone,” Newcastle 
said. 

Evalyn Walsh McLean, of Washing- 
ton, who now owns it, likewise absolves 
the stone of baleful character. 





STRANGELY ENOUGH 





By Walter Galli 
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300 Jewelers at Atlanta Regional ANRJA Convention 
Urged by President Von Unruh to Keep Cool, Collected 


More than 300 jewelers from all parts 
of the Southeast attended the first South- 
eastern regional convention of the 
American National Retail Jewelers As- 
sociation at the Hotel Ansley, Atlanta, 
Ga., from March 30 to April 2. 

On Sunday evening an informal buffet 
supper and get-together party was held 
on the Rainbow Roof of the _ hotel. 
Graham Jackson, colored entertainer, 
with his troupe, and the Big Bethel 
Choir provided entertainment. 

Alvin Magnon, Tampa, Fla., regional 
vice-president of ANRJA, presided at 
the first session at which Claude S. 
Bennett, of Atlanta, chairman of the 
convention committee, welcomed jewel- 
ers to Atlanta, and Myron Everts, of 
Dallas, Tex., immediate past president 
of ANRJA, made the response. 

In an address on “The Importance of 
the American National Retail Jewelers’ 
Association,” President Henry W. Von 
Unruh, Cincinnati, said, in part: 

“Under present conditions we may 
have to ‘mark time,’ but there is nothing 
to prevent us from obeying the inward 
impulse of ‘eyes right,’ directing our- 
selves to police the industry within the 
regulations provided us by law and call- 
ing any apparent violations to the at- 
tention of governmental agencies. 

“By that same impulse, we shall guard 
against sabotage, propaganda and cam- 
ouflage within our own ranks and make 
the initials S. P. C. stand for The Society 
for the Prevention of Calamity.” 


‘Sales Tax Most Iniquitous' 

In discussing the retail sales tax, James 
V. Carmichel, Marietta, Ga., pointed out 
that taxes began to multiply when 
Church and State separated, and have 
been multiplying ever since. 

“Proponents of the sales tax,” he de- 
clared, “always say that it will lead to 
a fairer distribution of the tax burden. 
But it never does. The state which 
passes a Sales tax measure merely finds 
that it has added a sales tax to its other 
tax burdens, without having gotten rid 
of any of the taxes it already has!” 

Pronouncing the sales tax as “the 
most iniquitous of all forms of taxation,” 
Mr. Carmichael urged jewelers in states 
without a sales tax not to get one, and in 
states having such a tax, to get rid of it. 

John S. O’Connell, of the Towle Silver 
Co., in a talk on “Cultivating New Mar- 
kets for Sterling Flatware,” urged 
jewelers to induce customers to make 
the purchase of silverware a hobby and 
to take home one piece every pay-day. 
Big silverware sales, he said, are few 
and far between, but small silverware 
sales, repeated every week or every 
month, can build a_ surprisingly large 
volume of business. 

Mrs. Margaret Sies, of Rossville, Ga., 
a past president of the Georgia RJA, 
spoke on “Advertising the Small Store.” 

“Eliminate exchanges,” said she, among 
other things, “by taking more time in 
the beginning. We don’t guess; we 
know what our customers want. As a 
result, out of 632 sales made during one 
month, only one article, worth $29.75, 
was returned to us for exchange.” 

“Subversive Activities in the United 
States,” was the subject of an interest- 
ing talk by Congressman Joe Starnes, 
of Alabama, a member of the Dies Com- 
mittee. 
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HIGHLY PLEASED seem this group which is com- 
posed of, left to right, Howard D. Schaeffer, 
vice-president, Elgin National Watch Co.; A. S. 
Perry of A. Perry & Associates, Atlanta; 


Charles T. Evans, ANRJA secretary, and H. F. 
Underwood, Jacksonville, president, Florida Re- 
tail Jewelers Association. 





GEORGIA R.J.A. officers are, left to right, 

Macon Brock, Rome, Ga.; Ernest P. Tomlinson, 

Atlanta; Harry S. Banta, Newman; Lawrence 

Holzman, Henry Bookout and E. A. Morgan, all 
of Atlanta. 





NUCLEUS for a new Alabama state association 
is the group composed of, from |. to r., F. W. 
Anderson, Birmingham; A. L. Hipp, Huntsville; 
W. G. Cross, Gadsden; W. A. Johnson, Birming- 
ham; Aaron Ash, Birmingham; J. M. Erwin, Bir- 
mingham, and A. B. Brownley, Birmingham. 


A style show, under the direction of 
June Hamilton Rhodes, stylist of the 
Jewelry Industry Publicity Board, was 
presented, with models from Rich’s, Inc., 
Atlanta department store wearing the 
latest and most correct jewelry for every 
occasion, and was the high point, so far 
as interest was concerned, of the entire 
Southeastern convention. 

Following the style show, Myron 
Everts spoke on “Getting Publicity for 
Your Store.” “If you have come to the 
Southeastern Regional Convention,” he 
said, “that’s news. If you are elected 
an officer in your state association, that, 
too, is news. If you get a shipment of 
china or glassware from England, that 
is news which you should make the most 
of. If you give a loving cup to the man 
selected as the leading citizen of the 
year, that is splendid publicity for your 
store. Opportunities for securing pub- 
licity lie all around you, if you but 
learn to recognize them and take ad- 
vantage of them.” 
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Credit Selling Is Safe 

Herbert F. Underwood, Jacksonville, 
Fla., president of the Florida RJA, 
traced the history and development of 
credit selling. He pointed out that ex- 
perience had shown credit losses to be 
very small, and urged retail jewelers to 
take full advantage of the work already 
done in paving the way for credit sell- 
ing. 

Leading a discussion on “How to 
Make Your Watch Department Profit- 
able and a Builder of Goodwill for Your 
Store,” Rudy Ortman, Charleston, S. C., 
stressed the importance of promptness. 

“Nothing,” he declared, “so damages 
the prestige of a store as to require a 
customer to come in five or six times 
for a watch which he is having cleaned 
or repaired. Examine the watch care- 
fully. Explain to him what must be done 
to it. Tell him what it will cost and 
why. Allow yourself time to do the 
work properly. And, if you value your 
reputation, have that watch ready for 
him when you tell him you will.” 

An exhibitors’ party, Monday evening, 
came up to all expectations. 

At the third business session, Tuesday 
morning, William D. McNeil, of the 
Jewelry Industry Publicity Board, urged 
retail jewelers to support the board in 
its work to popularize jewelry. 

Paul Monohon, Krementz & Co., led 
a clinic on “Jewelry Display and Promo- 
tion”; Clem D. Johnston, Roanoke, Va., 
spoke on “The Defense of Democracy”; 
Lewis F. Gordon, of the Citizens and 
Southern Bank, Atlanta, who spoke on 
“The Outlook for Retailing,” and George 
F. Biggers, of The Atlanta Journal, 
spoke on “The Consumer and Jewelry 
Advertising and Selling.” 

On Tuesday afternoon the annual golf 
tournament was held at the East Lake 
Country Club, home course of Bobby 
Jones, and in the evening a banquet and 
floor show was held, attended by more 
than 400 people. 

More than 100 prizes, offered by jewel- 
ry manufacturers, were given away at 
the banquet, which was followed by a 
dance. 


Excessive Watch Trade-Ins Criticized 

At the final session, Wednesday morn- 
ing, Henry McClure, of the Fischer Co., 
Chattanooga, Tenn., discussed trade-in 
allowances for watches. It was brought 
out that a guide to trade-in values pub- 
lished by watch manufacturers might 
prove valuable in maintaining resale 
values. Another suggestion made was 
that jewelers should never allow more 
than $5 on a trade-in watch unless it 
was a diamond watch. All agreed that 
some action must be taken to prevent 
too high trade-in allowances and con- 
sequent loss in profit on watches. 

Auction ordinances effective in Georgia 
and Atlanta were briefed for the bene- 
fit of visiting jewelers by Claude S. 
Bennett. Nolte C. Ament, Louisville, 
president of the Kentucky RJA, in 
speaking on “The Importance of Gem- 
ology, pointed out that a knowledge of 
gemology had proven valuable to him 
in his business and urged every jeweler 
present to take and encourage members 
of his sales force to take one of the 
courses offered on gemology. 

William G. Frasier, Jr., Durham, sec- 
retary of the North Carolina RJA, spoke 
on “Your Responsibility to Your Trade 
Organization,” and Lawrence Holzman, 
Atlanta, ended the convention by leading 
a discussion of engraving. 





Defense Plans for Watchmakers 
Explained by Ralph Gould 
At New York State Convention 


The Horological Institute of America 
will soon send defense questionnaires to 
Certified Watchmakers and _ Junior 
Watchmakers, R. E. Gould, chief of the 
time section of the National Bureau of 
Standards and secretary of the H.I.A., 
said at the annual convention of the 
New York State Horological Associa- 
tion, April 19 and 20, in New York. 

Watchmakers who do not hold H.I.A. 
certificates can obtain questionnaires by 
writing either to Mr. Gould, National 
Bureau of Standards, Washington, D. C., 
or to James C. O’Brien, executive officer, 
National Roster of Scientific and Spe- 
cialized Personnel, Civil Service Commis- 
sion, Washington, D. C. 

The filled-in questionnaires, Mr. 
Gould said, will serve as a nucleus for 
a register of men who might be of use 
in caring for such instruments as time 
fuses, meteorological equipment, bomb 
sights, chronographs, tachometers, gyro- 
scopes and optical instruments, besides 
clocks, watches and chronometers. 

To meet the varied requirements of 
specified positions, watchmakers will be 
asked to furnish the government with 
such information as their training and 
abilities in other lines of work, their 
command of foreign languages, and 
their various special interests and hob- 
bies. The National Roster of Scientific 
and Specialized Personnel will record 
skill and aptitude information under a 
punch-card system, so that persons hav- 
ing any desired combination of require- 
ments may be selected at once from the 
records on file. 

“It is recognized that the required 
work is not directly in line with the ex- 


MARCH JEWELRY SALES AHEAD BY 20 PER CENT 
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THE ACCOMPANYING MAP shows in percentages how independent 
jewelry store sales during March, 1941, compared with business done in 
March, 1940. On the basis of reports from 797 stores in 34 states, the amount 
of business done in March, 1941, was 20 per cent larger than that of March, 
1940, and 6 per cent ahead of the immediately previous month, February, 1941, 


Throughout the United States, all re- 
tail jewelers’ March volume amounted 
to approximately $28,196,000. ‘This com- 
pared with $24,556,800 for the same 
month a year ago, and with $26,600,000 
for February of this year. 

Prosperous selling was _ indicated 
throughout the entire area for which 
state averages are available, with such 
widely scattered states as _ Indiana, 
Michigan, Massachusetts and Washing- 
ton enjoying an average gain of more 
than 30 per cent in jewelry sales. Cali- 
fornia, Oregon, Connecticut and South 
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City averages for March, compared 
with the same month last year, and for 
the first three months of 1941, compared 
with the same period of last year follow: 
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by writing to the Civil Service Commis- 
sion, Washington, D. C., and to aircraft n ‘300 
and instrument plants, as well as_ to 
commercial airlines. | | | | | | | 
Officers elected were: Max J. Schwartz, 
Brooklyn, president; Donald M. Hitch- 
—_ Scotia, vice-president; Clarence M. RETAIL JEWELRY SALES 400 
ingelbert, Rome, treasurer, and Fred 
C. Nhare, Syracuse, secretary. Name of scnstdnamaatcadinadaantiimea 
the organization was changed from the Taking January, 1938, as 100: 
New York State Watchmakers Associa- Sales for March, 1941, were 134.2 300 
tion to the New York State Horological Sales for March, 1940, were | 13.2 
Association, Inc. Sales for March, 1939, were 94,5 
A proposal to affiliate with the United Sales for March, 1938, were 91.0 
Horological Association of America was 
tabled for the third successive year. i 200 
Committees were named to steer a drive 
for a watchmakers’ law in New York. 1941 
President Schwartz promised that he * ‘Wee ae Sp EE sconssenoeeer ---" 
is going to work unceasingly in the in- 2920(- erg a1 2998 | sere ece == —— 100 
terval before the next session of the iin cata il 
legislature in an effort to lay the ground- 
work for a successful bill. 
Speakers included Howard L. Beehler, o 
H.I.A.. president, and Phillip J. Som- JAN FEB. MAR. «APR. «MAY JUNE. (JULY. Ss AUG. «SEPT. «= OCT.—SsNOV._—CtéOC 
mer, U.H.A. president. 
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Wisconsin Horos Would Register 
Watch Repair Marks With Police; 
Joe Hurbis Named President 


The possibility of registering the pri- 
vate repair marks of watchmakers with 
the police department of the city in 
which watch repair shops are located 
was the most interesting development 
at the annual convention of the Wiscon- 
sin Watchmakers Association, held Sun- 
day and Monday, April 20 and 21, at 
the Wisconsin Hotel, Milwaukee. 

Members were asked to make such 
registration in order to assist in locating 
stolen watches. Few watches, it was 
said, escape being marked by watch- 
makers. In discussing this feature, B. 
W. Heald, secretary of the association, 
said: 

“The marks that we put into a watch 
are so inconspicuous that one would 
need a magnifying glass to make them 
out. However, they serve as a guide to 
the workmen who next takes up a watch 
for repairs. Registration of these marks 
will enable us and the police to trace 
stolen property.” 

Another member mentioned the claims 
made by many customers when bringing 
in a watch that “this is the first time I 
have had to get it repaired.” Heald 
said in his own experience he has found 
customers swear up and down that they 
were leaving their watches for the first 
repair job. “Then I look inside their 
watches and find that 14 or 15 repairs 
have been made to such watches.” 

It was explained that some watch- 
makers use insignia which a customer, 
even if he were to look for a watch- 
maker’s mark, would not recognize as 
such, as for instance, marks in the form 
of a Christmas tree, a square with a 
cross, the initials of the firm or watch- 
maker making the repairs of some sort 
of a curleque that would be difficult to 
decipher except by the initiated. 

At the Monday session of the conven- 
tion the following officers for 1941 were 
elected: Joseph Hurbis, Racine, presi- 
dent; C. B  Langendorf, Milwaukee, 
vice-president; B. W. Heald, Milwaukee, 
secretary, and M. Guretzke, Milwaukee, 
treasurer. 


Manufacturers Await Decision 
On Jewelry Wage Minima 


New England jewelry manufacturers 
are awaiting the decision of Brig. 
Gen. Philip B. Fleming, Wage-Hour Ad- 
ministrator, on wage minima for the 
industry following a recent visit which 
the administrator made to Providence 
jewelry plants. 

Hearings have been held in Washing- 
ton at intervals for several months past 
and led to a proposal that two standards 
be set up: one of 35 cents for workers 
in the lower-priced division of the indus- 
try and a minimum of 40 cents for con- 
cerns making the higher qualities. The 
New England Manufacturing Jewelers & 
Silversmiths Association has opposed 
that proposal as being unworkable on 
the grounds that concerns which used 
their employes on both grades of work 
would be unable to keep adequate rec- 
ords and would thus be forced to pay 
the 40 cent minimum. This, the associa- 
tion says, would place such concerns at 
a disadvantage when competing with 
firms making only the cheaper qualities 
of merchandise. 
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NEW 


enter the Sl market 
with... 


STERLING CUTOUTS 


A showing of these cleverly designed, beautifully finished 
Kreature Kraft Sterling pins in your store will attract the 
patronage of every fashion-minded woman in the com- 
munity. There are many items in the group — Lion — 
Spaniel — Cat — Doe, the Colt and Sailfish and a group 
of equestrian pins. Kreature Kraft and other Brown & 
Mills jewelry specialties are sold by leading wholesalers. 
If yours does not carry genuine Kreature Kraft, let us send 
you a folder and the names of nearby distributors who 


can serve you. 
* TRADE MARK 
ALSO MAKERS OF SPORT JEWELRY 
AND HAND CRAFTED STERLING SPECIALTIES 





BROWN +> MILLS 


PROVIDENCE, RHODE ISLAND 
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NEW 





Minnesota R.J.A. Plans More Effective Organization; 
Watchmaker Licensing Subject of Lively Discussion 


One of the outstanding state conven- 
tions of the year was that of the Minne- 
sota R.J.A., held Sunday and Monday, 
April 20 and 21, at the Hotel Radisson, 
Minneapolis, with approximately 350 
persons from Minnesota, Wisconsin, lowa 
and North and South Dakota in at- 
tendance. 

Acting on the recommendation of its 
president, Earle A. Barker, Bemidji, the 
association voted to reorganize by dis- 
tricts, a plan used with success by the 
Wisconsin R.J.A. “Under such a redis- 
tricting program much could be accom- 
plished toward obtaining passage of 
important legislation,” Mr. Barker said. 

A new constitution and by laws will be 


ten districts. Directors elected to repre- 
sent the districts are as follows: S. P. 
Elam, Austin; Clem Hillig, Redwood 
Falls; E. Pomerleau, Minneapolis; H. 
C. Hendrickson, St. Paul; R. S. Paffrath, 
Willmar; A. W. Skoog, Duluth; T. Vet- 
ter, Hibbing; O. J. Martinson, Moor- 
head; Charles Munn, Crookston, and 
E. J. Sedlock, Brainerd. 

Maurice Adelsheim was elected to suc- 
ceed Mr. Barker as president. A. P. 
Elam, Austin, was named vice-president, 
and Morton A. Sauer, Minneapolis, was 
elected to fill the combined office of sec- 
retary-treasurer. These officers were 
authorized to attend the Wisconsin 
R.J.A. convention to absorb ideas which 





drafted to implement the plan of having 








may prove helpful. 











MICALLEF JEWELRY 
Makes and Holds “Friends | 


Welcome to 
Providence, 
N. W. J. A., 
your 1941 
Convention city 





amco 
PRODUCTS 


{e) 


TRADE MARK 














This caption is based upon a 
very important fact: Micallef. & 
Co. seldom lose a customer. We 
refer, of course, to our loyal 
Wholesalers who stick to our 
line season in and season out. 
We know why they remain cus- 
tomers—for they tell us that 
our jewelry compares with any 
on the market in its grade. 


For sound values in Gold Filled 
and Sterling Silver Necklaces, 
Pendants, Bracelets, Earrings, 
Cameo Lockets, Sprays, and 
10K Cameo Brooches, each item 
attractively boxed, ask your 
Wholesaler to show you A. 
Micallef & Co.’s Jewelery. 


A. MICALLEF & CO. 


158 PINE ST., PROVIDENCE, R. |. 


CHAS. J. TONRY 
9 Maiden Lane 
New York 


EARL M. BARNEY 
Midwest and South 


JAY H. MERRILL 
150 Post St. 
San Francisco 
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It was decided to model the reorgan- 
ized association after the Wisconsin and 
Iowa R.J.A.’s as much as possible. It 
was agreed that state conventions should 
be rotated to different parts of the state 
More ANRJA regional conventions were 
recommended. It was also suggested that 
all states adopt a cooperative advertisin 
plan such as is conducted by the Wiscon- 
sin R.J.A. 

Most of the constructive work of the 
convention was effected at a presidents’ 
breakfast, held Sunday in honor of visit- 
ing association officers. Among the 
guests who participated in this lively 
meeting were: Henry W. Von Unruh 
ANRJA president; C. A. Bonham, presi 
dent, North Dakota R.J.A.; Myron J. 
Kelly, president, Chicago Jewelers Asso- 
ciation; Lloyd Pattee, president, Na- 
tional Wholesale Jewelers Association; 
Samuel Dalin, president, Wisconsi, 
R.J.A.; Henry F. Stecher, treasurer, 
Wisconsin R.J.A.; Carl Kalter, presi- 
dent, Gopher Travelers; Grant W. Dud- 
geon, president, Iowa R.J.A. Members 
of the Minnesota R.J.A. official family 
who participated were Maurice Adels- 
heim, L. B. Johantgen, Charles Munn, H. 
C. Hendrickson, S. P. Elem, Fred Von 
Fischer. 

Failure of the proposed watchmaker 
licensing bill to pass in the legislature 
provided the topic for discussion at a 
session for watchmakers, Sunday after- 
noon, which proved to be the most ex- 
citing meeting of the convention and 
drew a packed house with many persons 
having to stand throughout the session. 

The bill, which was patterned after 
the successful Wisconsin law, has not 
been passed, it was pointed out by men 
who steered it over some of the legis- 
lative hurdles, because it has not had 
the proper financing and pressure behind 
it. Retail jewelers were urged to get 
behind the watchmakers in order to have 
such a bill passed at the next session of 
the state legislature. 

The proposed bill came up for discus- 
sion a second time on Monday, when 
Theodore Catlin, Jr., president of the 
Minneapolis Watchmakers’ Guild, gave 
a report on the progress of the bill and 
pointed out that with more guilds being 
organized throughout the state, the out- 
look for passage of such a bill at the 
next legislative session looks brighter. 

The Sunday program also included 
movies and a buffet supper. 

Repeating his warnings as expressed 
at the Southeastern Regional ANRJA 
convention, Henry W. von _ Unruh, 
ANRJA president, urged retailers, un- 
der the stress of present war conditions, 
to abide by the Miller-Tydings Act, fair 
trade laws and to remain calm during 
the process of trying to maintain “busi- 
ness as usual.” 

Morton A. Sauer, Oscar P. Gustafson 
& Co., Minneapolis, speaking on the sub- 
ject of wholesale-retailing, told retail 
jewelers that they must organize and to- 
gether fight in order to stamp out this 
evil form of competition. 

Other speakers on the convention pro- 
gram were Frank Cramer, Minneapolis 
B.B.B., who spoke on the subject, “The 
Consumer and Jewelry Frauds”; Ronald 
D. Baker, manager, research department, 
of the Federal Reserve Bank, 9th Dis- 
trict, who spoke on “Agriculture and the 
Jeweler,” and S. P. Elam, Austin, whose 
subject was: “How to Make Repairing 
Both Profitable and a Builder of Cus- 
tomers’ Goodwill.” 
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H. V. Gritz Named President 
At Oklahoma R.J.A. Convention; 
Watchmakers Pick C. D. Hurst 


Favored by fine weather, the 35th an- 
nual convention of the Oklahoma R.J.A:, 
held in conjunction with the annual ses- 
sions of the Oklahoma Horological As- 
sociation, April 6 and 7, at the Skirvin 
Hotel, Oklahoma City, drew between 80 
and 90 jewelers and nearly as many 
watchmakers. There were about 200 
members and guests in attendance at a 
banquet, which was the closing event. 

H. V. Gritz, Enid, secretary for the 
past two years, was elected to the presi- 
dency of the O.R.J.A. C. W. Haupt, 





H. V. GRITZ 


C. W. HAUPT 


former vice-president, was elected sec- 
retary-treasurer. Vice-presidents named, 
each to represent a section of the state, 
were: Harry E. Bowers, Lawton; Frank 
Crane, Holdenville; George J. Sloan, 
Tulsa; John F. Drake, Ponca City; N. 
O. Barnhill, Oklahoma City, and Harry 
Goldstein, Tulsa. Willis D. Waugh, re- 
tiring president, automatically became 
chairman of the advisory board, which 
is composed of Frank White, Guthrie; 
J. W. Owsley, Chickasha; H. L. Clayton, 
Duncan; B. C. Clark, Jr., and George B. 
Goldfarb, Oklahoma City; N. C. McCoy, 
Cushing; H. S. McCurley, Norman; Fred 
W. Holmes, Sayre; William Goldberg, 
Tulsa; M. B. Smith, Pauls Valley; Ray 
de La Mater, McAlester; N. C. Dean, 
Clinton, and J. F. Seyforth, Sidney 
gl and L. G. Meyerding, Oklahoma 
ity. 

Carl D. Hurst, Oklahoma City, was 
elected president of the Oklahoma Horo- 
logical Association; Mark Taylor, Shaw- 
nee, was elected secretary-treasurer, and 
five vice-presidents to represent as many 
sections were named as follows: C. W. 
White, McAlester; P. D. Chastain, Ponca 
City; M. B. Smith, Pauls Valley; Riley 
Atkinson, Enid, and Forrest Wells, 
Tulsa. 

Because of its central location, Okla- 
homa City was chosen as the place for 
next year’s convention, even though a 
dozen Enid organizations extended invi- 
tations. 


The Legislative committee, composed . 


of George B. Goldfarb, B. C. Clark, Jr., 
and L. G. Meyerding, all of Oklahoma 
City, was reappointed. It was resolved 
that the association sponsor introduc- 
tion of a measure to regulate the sale 
of watches, similar to the one now before 
the Texas legislature, modeled after the 
Wisconson law. The measure would re- 
quire a bill of sale with every watch 
sold, bearing a full description of the 
merchandise, and in the case of second- 
hand watch sales, requiring the words, 
“Second-Hand Watch” to be in larger 
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type than any other on the entire bill 
of sale. 

Principal speakers were John Brett, 
Assistant U. S. Attorney, Oklahoma 
City, whose subject was “Americanism,” 
and R. J. Slagle, of Houston, Texas, a 
vice-president of ANRJA, who explained 
in detail the various phases of the na- 
tional association’s work. 

Speakers on the watchmakers’ pro- 
gram were R. J. Oyers, of the Spartan 
Aeronautical School, Tulsa, who de- 
scribed aeronautical instruments; Breck 
Moss, Oklahoma City attorney, and W. 
H. Samelius, of the Elgin Watchmakers 
College. “Information Please” periods 
which followed sessions of both the 
watchmakers and the jewelers created 
much interest. 

At the banquet the jewelers presented 





their retiring president, Willis D. 
Waugh, Okmulgee, with an engraved 
watch in recognition of two years as 
secretary and two more as president. 
A buffet supper was held on Sunday 
evening on the Skirvin Roof Garden, 
with entertainment, followed by the 
Travelers’ Open House in sample rooms, 
and a luncheon was held on Monday. 





Canadian Jewelers at War 


Henry Birks & Sons, Ltd., and its 
subsidiary companies, including the prin- 
cipals, have pledged themselves to buy 
war savings certificates monthly. A plan 
has been arranged to deduct these volun- 
tary subscriptions from salary checks. 
The firm has contributed $10,000 to the 
Canadian War Service campaign fund. 
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GADGET PINS $1.00 UP Retaic 
CAMEO SPECIALTIES $1-$5 RETAIL 
BABY JEWELRY 
STERLING HEART CHARMS 
SPORTS JEWELRY 
NECKS" e FESTOONS ¢ LARIOTS 
PENDANTS ¢ LOCKETS ¢ CROSSES 
EARRINGS e CLIPS ¢ RINGS, ETC. 


COMPLETE LINE OF 
MILITARY JEWELRY 


MATCHING ENSEMBLES 


* 


POPULAR PRICED IN 
GOLD FILLED, STERLING 
SILVER AND GOLD PLATED 


Our lines will be spread at 

Providence Biltmore Hotel 

during N. W. J. A. Con- 
vention June 5-6 


-S PETERSON ©. 


UVM 





NO. ATTLEBORO, MASS. 





AAA 





El NOONAN 
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In all Schumer-created special 


orders. Send us your specifica- 
tions. We'll submit a design— 


without obligation. 












The SCHUMER BROS. Co. 
5 E. 3rd St. (Walsh Building) 
CINCINNATI, OHIO 






LEADING MANUFACTURERS 








| Announcing 


MERRIEGRACE 


otiemuiciintnate 


the NEW WEDDING AN- 
NOUNCEMENTS created 
by Ecker artists. Definitely 
different, yet dignified and 
correct. Be sure to have sam- 
ples on hand to show your 
bride-to-be customers. Write 


today. Sample Books free to 


established stores. 





WILL ECKER & CO. 


EVERTS, NIEMEYER GET ANNUAL HAMILTON AWARDS 





Two mighty proud men, Myron Everts, in group at left, and G. H. Niemeyer, right, are seen here 
in the act of receiving Hamilton Masterpiece presentation watches, emblematic of the annual 
Hamilton awards. 

Mr. Everts, enterprising retail jeweler of Dallas, Texas, immediate past president of the American 
National Retail Jewlers Association, is seen as Jack Keenan, Hamilton's Mid-West district manager, 
made the presentation in the presence of a group of Texas jewelers, recently, at the state convention 
of the Lone Star jewelers. The watch was inscribed '‘'for long and faithful service to the retail 
jewelry industry through his constructive association work.'' In the Texas group are, from |. to r., 
Rex Smith, Abilene; Charles Moore, Dallas; Ben Perdue, Crockett; Jack Keenan, Chicago; Leo Carr, 
Hamilton | Southwestern representative: Vernon Barnes, Victoria; Melrose Tappan, Sherman; R. J. 
Slégle, Houston; Mr. Everts; B. L. Turner, Austin; Felix Senevey, Fort Worth, and J. Jacobs, Port Arthur. 

Mr. Niemeyer received his award in the New York office of the Hamilton Watch Co. from Ross 
Atkinson, Hamilton's vice-president in charge of sales for ‘'your splendid contribution to the jewelry 
industry, your stimulating influence in maintaining high ethical standards .. ." On the inside cap 
is the inscription: ‘Presented to Gustav Niemeyer in recognition of his many years of untiring and 
unselfish service to the jewelry industry. 1941.'' In this group are: |. to r., John Hall, Hamilton's 
New York district manager; R. Kant, sales manager; Mr. Niemeyer, ‘Mr. Atkins, and Lowell 
Halligan, director of sales research. 

Hamilton, in 1938, thought it only fitting that the jewelry industry should have an award for those 
who served it well, and accordingly instituted the ‘Industry's Own'' award. First recipients were 
William D. McNeil, for outstanding service during his five-year presidency of ANRJA, and to Fred 
T. Cole, of the Alpheus L. Brown wholesale house, for ‘conspicuous bravery in rescuing two young 
girls from drowning in a canal.'' William B. Gibson, past president of NACJ, was honored 
with the award in 1939. 





the next convention at Beaumont, Texas. 

Baan interest was shown in the 

250,000 pearl-covered gown, created 
jo owned by the Imperial Pearl Syndi- 
cate. David Goldstone, of the Syndicate, 
had charge of the gown which was 
properly shown on the curvaceous form 
of Miss Hortense Fox, attractive bru- 
nette employee of Haltom’s Jewelers, 
Fort Worth. 

The convention closed Monday night 


Lone Star State Jewelers Meet 
At Fort Worth First Time Since '14; 
Elect Melrose Tappan President 


The Texas R.J.A. held its annual con- 
vention, March 23 and 24, at Fort Worth, 
Texas. It was the first Fort Worth 
convention since 1914. 

W. W. Schwab, president of J. R. 
Wood & Sons, Inc., manufacturing 
jewelers, was the principal speaker. One with a dinner dance and floor show in 
of the main topics discussed was the the Crystal Ballroom of the Texas Hotel. 
problems of industry and shortages of E. P. Haltom was in charge of ar- 
some materials caused by demands of rangements, assisted by Jack Blum, also 
the national defense program. of Fort Worth. , 

New officers were elected at the clos- 
ing session Monday afternoon, and Mel- 
rose Tappan, Sherman, was named pres- 
ident, succeeding J. Jacobs, Port Arthur. 
B. L. Turner, Austin, was elected first 
vice-president; Rex Smith, Abilene, sec- 
ond vice-president; and C. N. Warner, 
Bryan, secretary. It was decided to hold 


Edward H. Brown, for about 20 years 
identified with the ‘Towle Mfg. Co., which 
he represented in New York state, Penn- 
sylvania, northern New Jersey and 
Maryland, died April 12, after a short 
illness. 








NEW RETAIL ENTERPRISES 
































IL 414 N. 12th Blvd., St. Louis, Mo. 





Crane’s Credit Jewelers, Uniontown, Pa. Ted Abrams. 

Samuel Gerson, 44 E. State St., Sharon, Pa. 

Arthur Grossman, 424 Washington St., Portland, Ore. 

Heiman Jewelry Co., Washington & Center Sts., Corry, Pa. 

Herberts, East Ave., Parkchester, The Bronx, N. : re OS 

Jay Square Deal Jewelers, 310 W. Main St., Lansdale, Pa. Sydney Jay. 

Jenkins Jewelry & Cothing Co., West Point, Ga. Charles Jenkins. 

Jewel Box, 517 Washington St., Boston, Mass. Al Brown, mgr. 

Martin Kramer, Penn & Frankstown Aves., Pittsburgh, Pa. 

Lord’s Jewelry Store, 114 S. Main St., Marion, O. A. L. Hamburg. 

Morris Credit Jewelry & Cothing Co., 1900 lst Ave. N., Birmingham, Ala. 
Goldstein. 

H. E. Newfield, Kaw Theatre Blidg., 

Vernon Peters, Seminole, Texas. 

Ogulnick’s, Inc., Franklin Square, Norwick, Conn. 

tea cemnee & Jewelry Co., 1907 N. New Braunfels Ave., 

ergel, 

J. L. Potts, 118% S. Canyon St., Carlsbad, N. M. 

Selle Jewelry Co., 502 Central Ave., Hot Springs, Ark. 

Southern Mfg. Jewelers, 118 Whitaker St., Savannah, Ga. 

Stanley Jewelry Co., 216 Volunteer Bldg., Atlanta, Ga. 

Karl Waas, 416 8th St.. Hoquiam, Wash. 

Edward Warner, 8 W. “Fulton St., Gloversville, a $ 

Woods Jewelry Store, Littlefield, Texas. Dr. & Mrs. Ira E. 
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Morris B. 
Junction City, Kan. 


John & Harry Ogulnick. 
San Antonio, Tex. M. M. 


David Segall. 


Woods. 
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CALENDAR OF COMING EVENTS 


MAY 
4.5 South Carolina R.J.A. Charlestor 
5-6 Wisconsin R.J.A. convention Hotel Schroeder Milwaukee 
11-12 Md.-Del.-of C. Jewelers Asso. Du Pont Hotel Wilmington, Del. 
12-13 Illinois R.J.A. convention Hotel Baker St. Charles 
18-20 Horological Institute of America con- Academy of Science Washington, D. C. 
ention : 
19-20 ieee York State R.J.A. convention Hotel Palatine Newburgh 
25 Virginia Horological Association con- Hotel Roanoke Roanoke 
vention 
JUNE 
5-6 National Wholesale Jewelers Associa- Providence-Biltmore Providence 
tion convention — ~ 
7. Maiden Lane Outing Club picnic Schmidt's Farm . 
15-16 Missouri R.J.A. convention Sedalia, Mo. 
15-16 Missouri Horological Association Sedalia, Mo. 
18 Boston Jewelers Club outing New Ocean House Swampscott, Mass. 
22-24 Indiana R.J.A. convention —_ Lick Springs French Lick 
ote 
22-24 United Horological Association con- Duluth, Minn. 
vention 
23 Maine R.J.A. Portland 
24-25 New Hampshire R.J.A. eae 
ea 
AUGUST 
24-28 ANRJA-NACJ Combined Trade Show Hote! Sherman Chicago 
and conventions 
SEPTEMBER 
Waterloo 








George H. Edwards New Secretary 
Of International Silver Co. 


George Holmes Edwards, Bridgeport, 
was advanced to the office of secretary 
of the International Silver Co., at the 
annual meeting, March 26, at Jersey 
City, N. J., filling the office vacated by 
Roy C. Wilcox, who is executive vice- 
president. Other officers are: Evarts C. 
Stevens, president; Craig D. Munson, 
vice-president; Herbert J. Reeves, trea- 
surer; and George L. Stringer, control- 
ler and assistant treasurer. 

Mr. Edwards is a descendant of Israel 
Holmes, who probably had more to do 
with the early brass and nickel silver 


George H. 
Edwards 





business in this country than any other 
individual. Upon his graduation from 
Yale in 1905 Mr. Edwards became asso- 
ciated with the Holmes & Edwards 
branch of the company in Bridgeport. 
The Holmes & Edwards firm was 
founded in 1882 by his father, George 
Clark Edwards and his uncle, Col. C. E. 
L. Holmes. He was assistant manager 
of the Bridgeport plant until it was 
closed when he went to Meriden where 
he engaged in research work for Inter- 
national. From 1919 to 1929 he was also 
president of the Bridgeport Chain Co. 
which was then sold to the Bridgeport 
Chain & Mfg. Co., in which company he 
has been assistant secretary since 1934. 
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Keep Sentiment of Gems Alive, 
Arkansas Jewelers Are Advised; 
Hoyt T. Purvis Reelected 


“Gems, like flowers, have a language 
of their own, and the language of gems 
will sell them,” Harry G. Butterfield, 
of Joplin, Mo., told 48 jewelers attend- 
ing the Arkansas R.J.A. convention, held 
at Little Rock, April 22. He stressed 
the importance of jewelers keeping 
alive the sentimental meanings of gems, 
claiming that no other gift can so well 
and so long convey the affection of the 
giver. 

R. J. Slagle, regional ANRJA vice- 
president, of Houston, Texas, discussed 
flagrant trade abuses and what to do 
about them. He congratulated both Ar- 
kansas and Texas for their second-hand 
watch laws. E. A. Kiger, Kansas City, 
Mo., gave a review of the world diamond 
situation. 

Hoyt T. Purvis, Jonesboro, president, 
and Harry Scheer, Little Rock, vice- 
president, were reelected. 


"Win the War' the Keynote 
At Canadian Jewelers’ Convention 
“Win the War” was the keynote of 
the recent 23rd annual convention of the 
Canadian Jewelers Association, held at 
Winnipeg. About $500 for a war fund 
was contributed by the delegates. 
Officers elected were: Berger E. Ek- 
blad, Toronto, president; Robert E. 
Day, Toronto, first vice-president; 
George A. Young, London, second vice- 
president; Joseph S. Bliss, Toronto, 
honorary treasurer, and Norman J. 
Leach, secretary. 


He's in the Army Now 


Robert M. Shipley, Jr., director of 
education research of the Gemological 
Institute of America, is now a Ist 
lieutenant, serving with the Aerial Cam- 
era unit of the Experimental Engineer- 
ing Service at Wright Field, Dayton, O. 
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VIKING CRAFT 
ORIGINAL CREATIONS 





Patent No. D-119666 


ALBERT HORWIG 
Maker of 
VIKING CRAFT STERLING 
SILVER JEWELRY 


BROOCHES — BRACELETS 
EARRINGS — NECKLACES 
71 NASSAU ST., NEW YORK CITY 





Discriminating Buyers 
choose 


VIKING CRAFT 








Earrings in various patterns in 14 Kt 
Green and Red Gold 


St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 


Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes Ear- 
rings, Cuff Links and Studs to match 


Our comprehensive line of 
Gold, Platinum and Enam- 
aled Novelties, including 
Vanity, Cigarette and Card 
Cases are _ distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO., Inc. 


Manufacturers 


64 West 48th Street 
New York 












































Opal 


Specialists 








@ Featuring a complete and 
extensive line of opals for 
the manufacturing jeweler. 
The cutting is the finest 
American workmanship. 


Any shape—any size can be 
provided. We handle all 
qualities from the _ rarest 
gem opals to popular-priced 
stones. 


GEORGE T. MANNING 


¥ 


22 W. 48th ST. NEW YORK CITY 











MARCASITE JEWELRY 

















Sterling Silver Marcasite Flower 
Watch Pin made for 834 Ligne Move- 
ments. We do not supply movements. 


TRADE KD MARK 
Send for 1941 Catalog 
showing our complete line 
KIMLER & DANIEL, INC. 
83 Canal St. New York 











RECENT LEGISLATION 
(Continued from page 107) 


to the committee on judiciary, a bill to 
require pawnbrokers to take fingerprints 
of persons from whom they receive 
property. Fingerprints and descriptions 
of property would be filed with law-en- 
forcement officers. The measure is de- 
signed to aid police in capturing thieves. 

The same action was taken on a bill 
to provide that chattel mortgages on 
personal property owned and mortgaged 
outside of Michigan be governed by laws 
of the state of execution when the prop- 
erty is brought into Michigan without 
consent of mortgagee or holder of mort- 


gage. 

NEW JERSEY—tThe assembly ad- 
vanced toward passage a bill to prohibit 
any employer from selling directly or 
indirectly any article of any nature not 
ordinarily made or sold by him. 

NEW MEXICO—tThe legislature ap- 
proved and the governor signed bills to 
regulate jewelry auction sales and to re- 
quire labeling of second-hand watches. 
A bill seeking a watchmakers licensing 
act was rejected. 

The auction sales law provides for a 
$25 license fee for each day the auction 
is conducted, limits auction sales to be- 
tween 8 a. m. and 6 p. m. and pro- 
hibits them on Sundays or legal holidays, 
and limits an auction sale to 15 consecu- 
tive days, exclusive of Sundays. Ap- 
plicants for auction licenses are required 
to file a complete inventory of the mer- 
chandise to be sold, and must file a 
$5,000 bond to secure “the faithful ob- 
servance of the act.” The act sets forth 
a list of offenses, including employment 
of “shills” or “puffers” to offer false 
bids, to make or attempt to make any 
sale to any but a bona fide bidder for 
cash at the highest bid above the reserve 
price named in the inventory filed with 
the license application, to misrepresent 
cost price, trade name or quality of any 
article, to fail to announce in “a clear 
audible tone as to each article offered 
for sale its true description as found in 
the inventory,” and to make any false 
statement in the application for license. 

The second-hand watch labeling act 
describes a watch as second-hand if “it 
as a whole or the case thereof or the 
movement thereof has been previously 
sold to or acquired or has previously 
been in the possession of any person for 
his own use or the use of another, but 
not for re-sale, and it has been so held 
by its possessor and used by him for 
more than 30 days; if its case, serial 
numbers or movement numbers or any 
other distinguishing numbers or identify- 
ing marks have been erased, defaced, re- 
moved, altered or covered, or if its move- 
ment is more than five years old and it 
has been repaired to a greater extent 
than cleaning and oiling the movement 
or recasing the movement in a new case.” 
Second-hand watches must be identified 
as such in any advertisement or display. 

NEW YORK—Favorable legislative 
action was completed on the last day of 
the session on a bill providing that a 
wedding ring, engagement ring or watch 
not exceeding $35 in value shall be ex- 
empt from levy and execution. The 
governor has until May 3 to approve 
or veto the measure. 

The same action was taken on a bill 
to make the law for conditional sale of 
goods for resale conform to the so-called 
uniform conditional sales act. The 
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legislature approved, but the governor 
vetoed a bill to provide that the fee for 
filing satisfaction of a conditional sales 
contract shall be the same as for filing 
conditional sales contracts. The gover- 
nor also vetoed a bill seeking to provide 
for retaking and resale of mortgaged 
personal property, to require separate 
action for deficiency judgment, and to 
prohibit sale for less than fair and rea- 
sonable market value. 

Only one of several bills relating to 
garnishment was passed. It increases 
from $12 to $15 a week the amount of 
wages employes must receive before 
garnishee execution can be issued to 
satisfy judgment. It was sent to the 
governor for approval or veto on the 
last day of the session. 

NORTH DAKOTA—A _ move to 
amend the state 2 per cent sales tax 
law and establish a 3 per cent tax on 
jewelry and other luxury items failed. 

OHIO—The senate passed and sent to 
the house, where it received a favorable 
report from the committee on organiza- 
tion of state government, a bill for a 
watchmakers licensing act. 

OKLAHOMA — A week after the 
house killed a bill to license and regulate 
itinerant merchants, a similar measure 
was introduced in the senate. 

A move launched by opponents of the 
unfair sales act, prohibiting sales below 
cost, enacted earlier this session, ap- 
peared doomed to failure as the house 
refused to call the bill from its labor 
and arbitration committee. 

OREGON—Bills for a watchmakers 
licensing act, and to regulate sale of 
second hand watches were given final 
legislative approval, and the former was 
signed by the governor early last month. 

PENNSYLVANIA—The senate ad- 
vanced toward passage a bill to prohibit 
sales below cost. A similar measure 
was pending in the house committee on 
judiciary general. 

TEXAS—tThe house passed and sent 
to the senate for concurrence a bill to 
regulate sale of second-hand watches. 

A movement to repeal the chain store 
tax appeared to have a good chance. 

UTAH—A chain store tax bill was 
finally passed by both branches after 
stormy debate. Although found defec- 
tive in one section by the attorney gen- 
eral, it was signed by the governor. 

VERMONT—After it received ap- 
proval of the senate, a bill for an un- 
fair sales act to prohibit sales below 
cost was killed by the house. That body 
earlier rejected a bill for a fair trade 
act, to permit manufacturers of trade 
marked articles to set minimum resale 
prices. Both measures were similarly re- 
jected two years ago. 

WEST VIRGINIA—The legislature 
passed and the governor signed a bill 
to regulate sale of second-hand watches. 
It will become effective June 8. 





New Registered Jewelers A.G.S. 


The American Gem Society has re- 
cently awarded the title of Registered 
Jeweler A.G.S. to the following mem- 
bers: Otto H. Boysen, Flushing, L. I., 
N. Y.; James G. Donavan, Jr., Donavan 
& Seamans Co., Los Angeles, Cal.; Don 
Hampton, ‘Hampton & Sons, Mattoon, 
Ill.; E. P. Kuppler, Kuppler’s Jewelry 
Store, Gary, Ind.; Earl A. Roth, Roth 
Jewelry Co., Inc., Syracuse, N. Y.; W. 
Curtis Wright, Harry C. Wright & Sons, 
Greensburg, Pa., and Raymond Yantis, 
Maier & Berkele, Inc., Atlanta, Ga. 
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NEW YORK 


The Masin Watch Co., Inc., moved to 
Room 1502, 15 Maiden Lane, on May l. 

Kramer & Bick, manufacturers, have 
moved its offices to 542 5th Ave. 
q Albert Horwig, manufacturer, will 
move into new quarters at 71 Nassau 
St., May 1. 
q The Hygrade Jewelry Co., 116 Nassau 
St., has moved into larger quarters on 
the fifth floor. 
q A. D. Leveridge, diamonds, 607 5th 
Ave., left April 18 on a ten days’ trip 
through the Middle-west. 
q Michael J. Lampert, president of M. 
J. Lampert & Sons, Inc., New York 
materials house, died April 4. 
q Rosenthal & Kaplan, after 35 years in 
the downtown jewelry center, moved to 
126 W. 46th St., at the end of April. 
q Edward Lembeck & Bros., 68 Nassau 
St., have purchased the entire stock of 
precious stones of the late Albert Kauz- 
mann from his estaie. 
q Morris Rubin, manufacturing jeweler 
at 83 Canal St., last month received the 
congratulations of his friends on the 25th 
anniversary of his start in the trade. 
q Charles Byrne, 10 Maiden Lane, an 
engraver for the trade for over 60 years 
intended to lay down his gravers for 
the last time, at the end of April. 
q George H. Fuller & Sons Co. recently 
moved its New York offices from 2 
Maiden Lane to 389 5th Ave., in order 
to give prompter and more efficient 
service. 
q Charles Weber, 67, owner of Zimmer- 
man & Weber, jewelry case manufactur- 
ers at 260 W. 41st St., died April 21, at 
Bethany Deaconess Hospital, from a 
heart ailment. 
q Due to an expanding volume of busi- 
ness, Jacoby-Bender, Inc., manufacturers 
of watch attachments, were forced to 
find larger quarters, and on April 15 
took possession of more adequate facili- 
ties in the Butterick Bldg., 161 6th Ave. 
q Herberts have leased for a long term 
of years the only jewelry store which 
will be permitted in Parkchester, the 
new Metropolitan Life development in 
the Bronx. The store adjoins Loew’s 
new American Theatre. 
q The office of O. J. Somers Co., formerly 
at 9 Rockefeller Plaza, and the factory 
of Somers-Ernst Co., Inc., formerly at 
64 W. 48th St. have been moved to 
quarters which occupy most of the 11th 
floor at 42-46 W. 48th St. 
q Re-elected officers of the Precious 
Stone Dealers Association are: Leopold 
Nathan, S. Nathan & Co., president; 
Thomas H. Benedict, H. R. Benedict & 
Sons, vice-president; Beorge J. Klinick, 
Heller-Hope Co., Inc., treasurer, and 
Isidor Lassner, secretary. 
q New quarters were occupied last 
month at 16 W. 19th St. by the Leather 
Specialty Co., watch attachments. The 
partners, David Jacobson and Morris 
Sherry, have installed entirely modern 
equipment, including fluorescent light- 
ing. 
q Brooklyn representatives of jewelry 
firms and opticians, at a recent meeting 
at the Brooklyn Club, pledged them- 
selves to raise at least $5,000 for the 
Greater New York Fund. The chairman 
was Max C, Meyer of Joseph H. Meyer 
Bros. 
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q The Krasnow Mfg. Co. expects to 
occupy new quarters at 126 W. 46th St., 
about May 1. The new offices will be 
half again as large as those vacated at 
15 John st., and the plant purchased 
from Sacks-Krasnow will be moved 
there, and will be modernized with con- 
siderable new equipment. 

q William G. Rattey, 58, member of the 
old and well-known local firm of Condit 
& Rattey, died suddenly on April 9, as 
a result of a heart attack. He was 
widely known in both the jewelry and 
optical trades. He was a 32nd Degree 
Mason and a member of the Brotherhood 
of Traveling Jewelers. 

q S. Nathan & Co., colored stone import- 
ers, located at 68 Nassau St. for 36 of 
its 42 years, has at last gone “uptown” 
with the jewelry trade, and now has 
modern quarters at 610 5th Ave. How- 
ever, the old establishment will be main- 
tained for the convenience of the down- 
town trade. 

q A number of Brooklyn notables were 
on hand, last month, when Wm. Wise 
& Son, leading Brooklyn jewelers for 
more than a century, returned to Fulton 
St. The firm which had been located in 
Livingston St. since 1930, now occupies 
a handsome new establishment at 487 
Fulton St. 

q The 25th annual installation dinner of 
the Bronx R.J.A. will be held Sunday 
evening, May 11, at the Senate restau- 
rant, at which time the following officers 
will be inducted: Sam M. Jacobson, presi- 
dent; Harry Gross, vice-president; I. 
Hirschhorn, treasurer; Murray Max, 
secretary, and A. J. Bluming, sergeant- 
at-arms. 

q The Doric Watch Co. and the Nathan 
Holtzman Corp. were hosts to customers 
and friends Saturday afternoon, April 
19, at a housewarming in their spacious 
new quarters at 580 Fifth Ave. With 
four times the space provided by the old 
location at 15 Maiden Lane, the new 
offices have new, modernistic walnut fix- 
tures throughout. 

q The annual beefsteak dinner of the 
Twenty-Four Karat Club of New York 
was held on Wednesday evening, April 
16, at the Warwick Hotel, with about 
110 members present. E. J. Krehbiel of 
Black, Starr and Gorham, president of 
the club, presided. At the next meeting 
on May 5 members will vote on pro- 
posed changes to the by-laws. 

q A mass meeting of the four retail 
bodies of the city, the Bronx, Manhattan, 
Brooklyn and Long Island R.J.A.’s will 
be held at a central location, some time 
this month, for the discussion of mutual 
problems. The time and place will be 
announced later. If the attendance is 
encouraging, such meetings may be held 
regularly in the future, with each asso- 
ciation taking a turn as host. 

q The spacious Glen Island Casino, just 
off the Shore Road at New Rochelle, 
N. Y., will be the setting for the third 
annual dinner-dance of the Westchester 
Association of Jewelers of Westchester 
County, N. Y., on Sunday evening, May 
25. Harry Gerber, president, is chair- 
man of the general committee, which is 
composed of Victor Ross, entertainment; 
Elmer Hildreth, journal; Leonard Tal- 
ner, tickets; Maybelle Beerman, enter- 
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ENCRUSTERS 


STONE RINGS ENGRAVED 
@ CRESTS @ DRILLERS 


@ COATS-OF-ARMS @ GEM CUTTERS 


e@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 
BRAUNFELD & MEHLMAN 
108 Fulton St. New York, N. Y. 
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3 DIAMONDS 


] 


Whitelaw Brothers 


48 West 48th St., New York, N. Y. 








BEAD SPECIALIST 
All Kinds of Genuine Stone Bead Necklaces 
Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung. 


DOUBRAVA CO. 
12 John St., New York City 








SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 








269 So. 9th ST. 











FRIEDMAN GEM CO., INC. 
ROYAL MARCASSITES | Sizes 1 to 12 
CULTURED PEARL NECKLACES 
ZIRCONS White 2nd Bise, Bomd 
CHINESE JADE 


71 Nassau St. New York 





Contracts @ Receipt Books, etc. 
Samples Sent FREE 


S. J. SURNAMER CO.—370-7th Ave., N.Y. 











Grarr, WaASHBOURNE & DuNN 
FINE SILVERSMITHS 


SPECIAL ORDERS 
SOLICITED 


142 WEST 14th STREET 
NEW YORK 














“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


f Y/ ee © y 
LEYS PIVLALL y ff 


5 NAS 








OMEGA 


THE WATCH OF WORLD 
PRECISION RECORD 


DISTRIBUTORS 
NORMAN M. MORRIS 
WATCH CORP. 
608 Fifth Ave. New York 
































“JADE” 
“The Gem Of Ages’’ 


We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 
you desire, please write us as we can 
fill your every requirement. 


CHINESE GEMS CO. 


26 West 47th St. New York 











Antique Jewelry 
( Reproductions ) 
Beautifully designed in 
Gold, with colored stone 
centers, surrounded by dia- 

monds; with enameling. 
Send for quotations 
JOSEPH A. RICH 
Mfrs. of Plat. & Gold Jewelry 
62 W. 47th ST. 
NEW YORK, N. Y. 











THEODORE MOED 
Broker in 
CUTTABLE AND INDUSTRIAL 
DIAMONDS 


Also buying and selling crush- 
ing bortz and diamond powder. 


93 Nassau St., New York 




















Genuine ZIRCONS 
BIRTHSTONES 
CULTURED PEARLS 
MAX STERN & CO. 


17-23 John St. N. Y. City 




















3 PATENT YOURIDEA 


send a Sketch or Model ok 
of your invention for } 







ADVICE [zt 

FREE SPRis0t% SENT ATIURNEY 
. S. Pat. Off. records searched 
for ANY Invention or Trade Mark 














Act CROWN TAGS 


Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 














EXPERT HAIRSPRING 
VIBRATING 


Of all Precision, Normal, 
Abnormal, Flat, Breguet 
and non-magnetic Hair- 
springs. 24 Hour Ser- 
will convince you of our 





vice. 
Quality work. 


UPTOWN HAIRSPRING SERVICE 


A trial order 


10 W. 47th Si. New York, N. Y. 





tainment and secretary; Harry Rayman, 
arrangements; David Simpson, treasurer ; 
S. A. Rayman, H. J. Powley, M. Leab, 
Ben Struss, Gene Gordon, L. Hurwitz, 
B. Glassman, Meyer Gordon, H. R. 
Mills, Robert Groebel, S. Woodrow, I. 
Krivitzin, A. Botkin and A. Goldman. 

q Phineas Peters, president of the 
Brooklyn R.J.A., gave encouraging re- 
ports at the last meeting, April 16, at 
the Hotel Granada. He told of a con- 
ference with License Commissioner Moss 
at which flagrant violations of the city 
code on the part of some jewelers were 
called to the Commissioner’s attention. 
Action was promised. He also reported 
that a committee of the Flatbush Cham- 
ber of Commerce on which he is serving, 
has taken steps to get enforcement of 
the state ban on Sunday business. Only 
delicatessens may legally operate on 
Sunday, but instead, stores of almost 
every description may be found operat- 
ing in some parts of the city. Mr. Peters 
announced that summonses have been 
issued to 17 such firms. 

q A real live-wire committee, headed by 
Wheaton Gray, promises the boys of the 
Maiden Lane Outing Club and _ their 
guests one of the most pleasant functions 
in the history of the club on Saturday, 
June 7, at Schmidt’s Farm in West- 
chester Co. The outing committee is 
breaking a tradition of long standing by 
taking the picnic to this popular spot, 
for the event has been staged on Staten 
Island for years. The committeemen 
promise more and better food and liquid 
refreshment, games for all, including 
both hard and soft ball and quoits, more 
valuable prizes; a lively floor show; more 
elbow room—and ideal weather. For 
those who don’t drive, the committee is 
arranging to have a_ chauffeured car 
meet trains at Scarsdale. Mr. Gray’s 
hard-working cohorts are Joe Frier, Ted 
Coords, Sam Dorsky, George Spellmever 
and Louis Nussbaum. 


Rothschild Scores Again 


Meyer D. Rothschild, lovable person- 
ality of the New York trade, continues 
to make angling history in the warm 
waters of Florida. His latest achieve- 
ment was the catch of a bonefish which 
he took on, of all things, ordinary No. 
24 cotton thread. While it weighed only 
one and one-half pounds, Erl Roman, 
fishing columnist of the Miami Herald, 
thought it no _ herring, piscatorially 
speaking, for he devoted a column to Mr. 
Rothschild’s account of the taking of the 
fierce-fighting bonefish. A previous com- 
munique from Florida told of Mr. 
Rothschild winning a diamond pin for 
having caught a 12'%-pound jewfish on 
the same cotton thread, the heaviest fish 
to be taken by a cotton-thread angler. 


Marcus & Co. Adds 


Silver Department 


Marcus & Co., leading Fifth Ave. jew- 
elers, have announced an_ important 
change in the policy of the store, in that 
this firm that has operated solely as a 
jewelry salon, with no department de- 
voted to silver and allied wares that 
form such an important part of so many 
jewelers’ businesses, is now opening a 
silver department which will carry an 
extensive inventory of fine sterling silver, 
both flatware and hollowware, and an 
assortment of the better grade of plated 
hollowware. Wallace has been selected as 
the line to be featured, with particular 
emphasis upon the newest fine patterns. 
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‘Dick’ Murphy, Trade's Own Sherlock, 
Picked To Direct Activities of 
Jewelers' Security Alliance 


Richard C. Murphy, who has devoted 
most of his legal career to the investi- 
gation of crimes against the jewelry 
trade and has been responsible for the 
apprehension of scores of criminals who 
have made the jewelry trade their spe- 
cial province, has been named executive 
secretary of the Jewelers Security Al- 
lianece, which he continues to serve ag 
counsel. 

Mr. Murphy was elected to fill the post 
vacated by James H. Noyes, octoge- 
narian who recently retired after years 


Richard C. 
"Dick'' Murphy 
who is now 
in charge of 
Jewelers’ Security 
Alliance 





of service, at a quarterly meeting of 
the executive board, at the Alliance 
offices, 535 5th Ave., New York. 

Bert Young, of Jules Franklin, New 
York, was elected secretary, and William 
B. Ogush, of Katz & Ogush, New York, 
was appointed a director to fill the 
vacancy created by the death of Col. 
Henry C. Barthman. 

Otto D. Wormser, chairman of the 
Crime Committee, reported on Alli- 
ance efforts and results. Victor Lam- 
bert proudly reported for the member- 
ship committee a gain of 26 new member 
firms during the last quarter. Encour- 
aging gains have been made lately, 39 
new enrollments having been reported at 
the previous quarterly meeting. 

After a splendid record begun in 1916 
as an assistant district attorney of New 
York County in charge of jewelry cases, 
Mr. Murphy was drafted by the jewelry 
trade in 1926, after successfully prose- 
cuting the Cohen and Wittemore cases, 
in which the loot aggregated well over a 
million dollars. 

In the former case Mr. Murphy was 
instrumental in recovering nearly a mil- 
lion dollars worth of jewelry of the total 
loot of approximately $1,116,000 which 
had been received “on memo” from a 
number of Fifth Ave. jewelry houses 
and then pawned by a clever confidence 
man. 

The Wittemore gang, one of the most 
notorious ever to be associated with the 
jewelry trade, was broken up largely 
through Mr. Murphy’s efforts as prose- 
cuting attorney. Wittemore was finally 
hung in Baltimore for the killing of a 
prison guard. 

Otto D. Wormser prevailed upon Mr. 
Murphy to act as counsel to the Jewelers 
National Crime Commission, organized 
in 1926. He accepted and in the Com- 
mission’s first year located 39 receivers 
of stolen property. 

Mr. Wormser, G. H. Niemeyer, Harry 
Larter, Arthur D. Lorsch and Meyer D. 
Rothschild, all members of the Crime 
Commission, became officers of the Jew- 
elers Security Alliance when the two 
organizations were consolidated in 1930. 
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A. G. Fath, Jr., who travels for the 
Cincinnati branch of the Waltham Watch 
Co., has been accepted as a new member 
of the Cincinnati ‘Town Criers. 

Harry Lesch, spent two weeks in New 
York, last month, visiting the offices and 
factory of Benjamin & Edward J. Gross 
Co., which he represents in the Middle 
West territory. 

q Frank J. Krohme, well-known sales- 
man, traveling out of Cincinnati for 
many years, is now representing Litwin 
& Son, Cincinnati, and is covering prac- 
tically all of his former territory. 

q The U. S. Jewelry Co., Baltimore, 
wholesalers, has added Jack Goldstein 
to its staff of salesmen. Mr. Goldstein 
will cover a portion of the South. He 
was formerly with A. Cohen & Son, of 
New York. 

q Jack Stephany, popular young south- 
ern representative for D. Jacobs Sons 
Co., Cincinnati, was detained from mak- 
ing his regular trip, last month, on ac- 
count of the arrival of a daughter at his 
home. To allieviate disappointment over 
no Jack, Jr., they are going to call her 
Jacquelin. 

qGeorge Simmons, 
well-known for many 
years, as a manufac- 
turer's representative 
in the Middlewestern 
and _ Southern  terri- 
tories, who has repre- 
sented S. O. Bigney 
Co. for the past 10 
years, recently re- 
signed this connection 


and left, on April 14, 
for Detroit, on his 


initial trip represent- 
ing R. L. Griffith & 
Son Co., Providence. 


Mr. Simmons will cover 
the Middlewest, in- 
cluding Pittsburgh and 
the entire South, for 
his new connection. 
This territory was 
formerly covered by 
R. L. Griffith, Jr., who 
has been called for 
the U. S. Army. 


q Edwin B. Jacobs, of D. Jacobs Sons 
Co., wholesalers of Cincinnati, left for 
his trip through the South after vacation- 
ing since Christmas, and is glad to be 
back on the road again. Norbert T. 
Meehan, president of the Cincinnati 
Town Criers, last month was getting his 
Jacobs’ line together for his second trip. 
Gus Kuhnhein, of the same firm, is get- 
ting his boat in good condition so that 
it will be ready for sailing when he re- 
turns from the road in the near future. 





«The Boys on the Road” 


A monthly department of personal news notes about the men who sell to the jewelry trade 
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A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 
116 NASSAU ST. NEW YORK, N. Y. 
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William J. ‘Bill 
Richards, past presi- 
dent of the Maiden 
Lane Outing Club and 
one of the most widely 
known and liked jewel- 
ry travelers, has been 
made sales manager 
of the jobbing line of 
Ostby & Barton Co., 
Providence, R. I., ring 
manufacturers, suc- 
ceeding Robert M. 
Jordan, who resigned 
on March 31 to organ- 
ize his own business. 
Mr. Richards has just 
returned from a_ six- 
week trip to the Paci- 
fic Coast and the 
Central West. 


q The ole’ stork landed on the roof of 
the Staten Island home of Sidney Demb- 
ner, of the Bulova Watch Co.’s_ sales 
dept., on April 16. Daughter Marion 
weighed 81% pounds and is_ thriving 
beautifully and Mother Evelyn says she 
can see Sid now, pushing Marion’s car- 
riage over the rolling hills of Staten 
Island for a handsome view of the city. 
q Fred E. Goulet, new junior salesman 
for the Longines-Wittnauer Watch Co., 
will call on New Jersey and part of 
New York. He has been with the com- 
pany for three and a half years as as- 
sistant to Maurice Merz, merchandising 
manager of the Longines division of the 
company. 

q Among the pictures which adorn the 
walls of the wholesale establishment of 
Max Kohner, at 21-23 W. Baltimore St., 
Baltimore, is a portrait of the late Max 
Kohner, the founder of the firm. It is 
a sketch executed by Nat Hayman, a 
representative of the Shiman Manufac- 
turing Co., of Newark, N. J. Mr. Hay- 
man has succeeded in expressing the 
characteristics of the subject with con- 
siderable skill. 





Arnstein Heads Charity Drive 


Alexander Arnstein, of Arnstein Bros. 
& Co., New York diamond house, has 
again been honored with the chairman- 
ship of the Jewelry and Allied Trades 
Division of the United Jewish Appeal. 
He will preside at an industry-wide din- 
ner to be held at the Biltmore, New York, 
May 8, as a climax to the division cam- 
paign. 

Serving on Mr. Arnstein’s committee 
are: Aaron Sverdlik, co-chairman; Ben- 
jamin Ejichberg, Harry D. MHenshel, 
Oscar M. Lazrus, Jacob H. Schaeffer, 
associate chairmen; Milton Weill, trea- 
surer; Edwin Freudenheim, Henry I. 
Jacobson, Isidore Lipschutz, diamond 
division; Oscar Heyman, Maurice Tish- 
man, platinum, diamond jewelry divi- 
sion; Louis Baumgold, Harry Fine, 
Lazare Kaplan, diamond cutters divi- 
sion; H. James Stern, smelters & refin- 
ers division; P. Irving Grinberg, pear! 
& gem dealers division; Tobias Stern, 
watch attachments’ division; Morris 
Guilden, Samson Hittner, watches divi- 
sion; Charles Barnett, Edward J. Gross, 
William B. Ogush, manufacturing jewel- 
ers division; Bernard Jolis, J. Warner 
Prins, rough and industrial diamonds 
division; Henry H. Harteveldt, Law- 
rence B. Malawista, jobbers division; 
Benjamin Axel, Jack Podel, case manu- 
facturers division; Phineas Peters, Ber- 
nard Robinson, retailers division. 


119 





— WATCH REPAIRING — 
For the Trade 
Prompt Accurate Service 


EXCHANGE WATCH REPAIR CO. 
155 CANAL ST. NEW YORK 











GOLD 


and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 
Removing of Engravings 


WM. HERTEL & CO., Inc. 
Silversmiths & Platers 
17 W. 45th St. 
New York City 


“22 years at the same 
address” 





( Rater J 
(After ) 














SCULPTURED HANDS 
By 
Helen Liedloff 


For Distinctive Display 


1947 BROADWAY 


Endicott-2 
0526 NEW YORK CITY 








"The Mail Order House" 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR CATALOG C 


DEAN COMPANY 


116 NASSAU ST., NEW YORK, N. Y. 











A LINE FOR JEWELERS 


500 pieces of handmade sterling silver—men’s, women’s 
and children’s jewelry, gadgets, novelties and table 
accessories, Successfully promoted by leading jewelers. 
Each piece available with raised monogram. Heavy, 
modern, and beautifully handcrafted. Retail] from 
$1.50 to $50. Catalog on request. 


LEONORE DOSKOW 
SILVERSMITH 49 West 27th St., N. Y. C. 

















Fine Gold .99975 
JOSEPH SLOVES 


Refiners Assayers 


149 Canal St., New York City 
Lic. No. NY-5R13-415 


, JACK J. FELSENFELD 























Our 1940-1941 Catalog 
FEATURING 


Swiss and American 
Genuine Watch Materials 


Watch Cases—Watch Bracelets 
Watch Straps—Tilmore Watches 


SEND FOR YOUR COPY 


CENTRAL WATCH MATERIALS 
& SUPPLY CO., INC. 


134 S. Sth St. Philadelphia, Pa. 








ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 


From authorized Distributors 


JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


(Satisfactory service for 46 years) 











ELGIN & BELMAR 


ven WATCHES 


LOUIS SICKLES 


1015 Chestnut St., Philadelphia, Pa. 
Wholesate Di tributorstothe Trade” 








L'RNKILTON 


HAND MADE 
“IRIDIUM PLATINUM MOUNTINGS 


F. X ZIRNKILTON #iitavecenia 


PHILADELPHIA 














BYARD F. BROGA 


Manubacturer of Distinctive Diamond 


Mountings and Wedding Rings 
805 Sansom Street « Philadelphia 














WE ounonns 
Elgin—Hamilton—Waltham Watches 
Seth Thomas—Westclox 
Waltham Clocks 


Serving the Trade Since 1857 
906 Chestnut Street, Philadelphia 

















q M. Simon & Co. formerly at 15 N. 
13th St., opened its new store at 1222 
Market St., April 16. 

q William S. Waples, formerly of 727 
Sansom St., occupied new quarters at 
731 Sansom St., April 14. 

q Bernard Herbst, of Herbst & Klein, 
1035 Chestnut St., was operated on for 
appendicitis at Jefferson Hospital, April 
i. 


q Russell Schaneley, Quakertown, Pa., 
jeweler, returned home last month after 
being confined in Jefferson Hospital for 
three weeks. 

q Herbert Cozen, of the House of Mil- 
ner, 728 Sansom St., was called for 
military training, last month, and ex- 
pected to be assigned to an army camp 
in May. 

q Samuel Lashof, president of the San- 
som Street Business Men’s Association, 
and Mrs. Lashof returned, last month, 
from a motor trip around the Florida 
peninsula. 

q Osear Kind, Jr., and Philip Kind, of 
S. Kind & Sons, planned to attend the 
three-day conference of the Jewelers’ 
Information Exchange, Group <A, _ in 
Minneapolis, April 28-30. 

q Wilson A. Streeter, president of 
Bailey, Banks & Biddle Co., 1218 Chest- 
nut St., and Mrs. Streeter, left April 15, 
for a motor trip through the South. 
They expected to return May 5. 

q William J. Brand, Jr., formerly em- 
ployed with M. Sickles & Sons, has been 
advanced to the rank of corporal at 


Fort Bragg, Fayetteville, N. C. Mr. 
Brand’s father is head of the Sickles’ 
silver department. 

q H. RK. Pedrick, newly-elected vice- 


president of the Horological Association 
of Pennsylvania, represented that or- 
ganization, April 19 and 20. at = the 
New York State Watchmakers’ conven- 
tion in New York City. 

q Ernest A. Cramer, Philadelphia jewel- 
er, described the evolution of timepieces 
at a meeting of the Sellersville, Pa., 
Kiwanis Club, April 3. Guests at the 
meeting included Samuel Buchert, re- 
tired Sellersville jeweler. 

q Samuel Kind, formerly of S. Kind & 
Sons, is making a name for himself in 
extra-camp activities at Fort Sill, Okla- 


homa. Mr. Kind, who is with the 77th 
Field Artillery, started a newspaper, 
“The <Anti-Tank Weekly News,” of 


which he is editor. 

q Morton Sickles, of M. Sickles & Sons, 
Inc., and his family spent the Easter 
holiday in Washington, D. C. Adolph 
Ritter, southern representative of the 
firm, was to leave April 18 to attend the 
North Carolina-Virginia R.J.A. joint 
convention at Greensboro, N. C., April 
20-22. 

4q Charles Vogel was elected president of 
the Horological Guild of Philadelphia, 
April 1, to succeed Robert T. McConway. 
Other officers elected included H. R. Ped- 
rick, vice-president, and Mrs. Kenneth 
Warner, secretary treasurer. A quiz on 
watch escapements was held between 
Bok school students on one side and 
Guild members on the other, with Leon- 
ard Spinner conducting. The program 
will be repeated for the next several 
meetings. 

q Officers of the Sansom Street Business 
Men’s Association last month set May 
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8 as the date for the 29th annual ban- 
quet. ‘This year the dinner will be held 
in the Benjamin Franklin Hotel and js 
expected to draw from 300 to 350 asso- 
ciation members, jewelers, friends and 
business associates. Josef S. Milner js 
chairman for the banquet, which is regu- 
larly one of the outstanding social fune- 
tions in the jewelry trade in Philadel- 
phia. New officers were scheduled to be 
nominated and elected at a special meet- 
ing, April 24, at the State House Res- 
taurant. Samuel L.ashof, president for 
three consecutive terms, announced jp 
advance that he would not stand for re- 
election. 


Diamonds to Be Cut in Newark 


It is reported that twenty master dia- 
mond cutters will be employed in a new 
cutting establishment to be set up at 144 
Washington St., Newark, by a_ Belgian 
cutting syndicate headed by M. Geier, of 
Antwerp. 


Out Where Men Are Men 





You can fool some of the people some of the 
time but those whiskers are a thin disguise to 
people living around Lynden, Wash., for they 
all know it is their jeweler, Paul M. Henderson, 
who grew the ''crop"' to lend local color to the 
50th anniversary home-coming event of the town. 
Emil Rennard, who travels for Benj. Allen & Co., 
Chicago, and who snapped the picture, didn't 
tell us whether Paul is detaining the young blood 
for speeding through town on that high-wheeler. 











“Fine English” 

SILVER POLISH 
Tested and approved by leading silver 
houses—Amazing Working qualities— 
Finest—Most Efficient Polish developed 
by latest scientific research—Sold In 
bulk for trade—retall sales. 

8 oz. bottle 50¢ Keystone List. 
Write for free sample. 
WONDER CHEMICAL CO. 
545 Third Ave. Brooklyn, N. Y. 








College of Horology 


SCHOOL FOR WATCH MAKERS, 
JEWELERS AND ENGRAVERS 


») -Broad and Somerset Streets 
PHILADELPHIA, PA. 


Philadelphia 























BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 
Engravers, Jewelers 
Write for free book ‘‘Your 
Future and Our School’’ 
JOHN J. BOWMAN, Director 
Bowman Bldg., Lancaster, Pa. 
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~ PROVIDENCE 


Adolph Meller, Providence lapidary, 
has moved to larger quarters and now 
has a very modern plant at 400 Charles 
St. ‘ 
q Net profit of the Waltham Watch 
Co., Waltham, Mass., increased from 
$216,020 during 1939 to $284,501 during 
the past year, the company reported. 
Working capital increased from $3,977,- 
355 to $4,107,493. 

H. Harold Price, assistant treasurer 
of the Tilden-Thurber Co., was re-elected 
a director of the Providence Better Busi- 
ness Bureau, April 16. He is also chair- 
man of the B.B.B. Committee of the 
Town Criers of Rhode Island. 

q Mrs. Irene C. Gregg, who for the past 
two vears has been employed in the 
capacity of designer in Ostby & Barton 
Cos premium department, has been 
made advertising manager, and is also 
in charge of all premium promotion 
work. 

q The New England Manufacturing 
Jewelers & Silversmiths Association hag 
opened its campaign for subscriptions for 
the Jewelry Industry Publicity Board 
and officials of the association are con- 
fident that the drive will go over the top 
as it has in previous years. 

q Cohn & Rosenberger, Inc., makers of 
costume jewelry, have reported for the 
year ended Dec. 31, 1940, a net profit of 
$269,922, after all charges and _provi- 
sions for Federal taxes and foreign in- 
come taxes. The profit compared with a 
net of $102,229 during the year 1939, 

q The old jewelry firm of Paul Stierle 
Co., 56 Pine St., has taken on the new 
name of the Walter Allen Co., accord- 
ing to a recent announcement. The 
change in name will not involve’ any 
change in the management of the con- 
cern which was founded 30 years ago. 

q Employment in Rhode Island jewelry 
manufacturing plants during the month 
of February was 2.3 per cent higher 
than in the preceding month but was un- 
changed from the level in the correspond- 
ing period of last year, according to a 
report by the State Department of 
Labor. 

q Several War Department orders have 
been placed with Rhode Island jewelry 
manufacturers in recent weeks. Cohn 
& Rosenberger, Inc., on April 1, was 
given a defense contract of $2,709 for 
fuse assembly covers and on April 8 
received a contract for $38,741 worth of 





REED & BARTON 


SILVER POLISH 


Approved by Good Huxsekeeping 


A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 











ZIRCONS 


in all sizes 
ROUNDS — EMERALD CUT 
also — ZIRCON MELEE 
ZERNOR INC. 


2 W. 47th St.  BRyant 9-0294 N. Y. City 














THE JEWELERS’ CIRCULAR-KEYSTONE 
for May, 1941 


- 


insignia for the Quartermasters Corps. | 


An order for 6700 cavalry insignia was 
awarded to Ostby & Barton Co. 

q The New England Manufacturing 
Jewelers & Silversmiths Association has 
called the attention of its Massachusetts 
members to a directory wage order for 
oflice workers, issued by the Commis- 
sioner of Labor. The order specifies 
minimum wage rates, including the fol- 
lowing: experienced employes, $16 per 
week; inexperienced employes, $15 per 
week and experienced part time em- 
ployes, 47 cents per hour. 

q Local jewelry manufacturers reported 
a generally satisfactory volume of pre- 
Kaster business with most patriotic lines 
continuing in good demand. Some manu- 
facturers have noted a trend toward the 
better quality lines in recent months and 
feel that this trend is likely to become 
more pronounced as the national de- 
fense program pours more and more dol- 
lars into the pockets of workers over 
the nation. 

q Announcement that Providence will 
have a new cruiser named after the city 
has brought to the fore the question as 
to whether or not an expensive silver 
service which Rhode Islanders gave to 
a former battleship the “Rhode Island” 
will be turned over to the officers of the 
new cruiser when she is launched. Since 
the scrapping of the old warship the 
silver service has been held in the state 
for display purposes. It is said to have 
cost $7,000, raised by public subscrip- 
tion, but reproduction costs would be 
much higher due to the scarcity of 
craftsmen capable of doing the work. 
The service was manufactured by the 
Gorham Mfg. Co. and weighs approxi- 
mately 140 pounds. 


Gorham Reelects All Officers 


q William B. MacColl, treasurer of the 
Lorraine Mfg. Co., Pawtucket textile 
concern, was added to the board of di- 
rectors of the Gorham Mfg. Co. at the 
annual meeting held at the plant. All 
other directors of the company were re- 
elected and, at a subsequent meeting, re- 
elected all officers of the silverware con- 
cern. The directors ordered a dividend 
of 50 cents per share, payable June 16, 
to stockholders of record June 2. Di- 
rectors of the company are: Henry J. 
Fuller, chairman; Edward B. Aldrich, 
Witherbee Black, G. Maurice Congdon, 
Harold C. Field, Hovey T. Freeman, 
Russell Grinnell, Edward Krehbiel, 
Edmund C. Mayo, William F. McChes- 
ney, Lester F. Morse, and Wilfred L. 
Wright. Officers are Edmund C. Mayo, 
president and general manager; William 
F. McChesney, vice-president; Lester F. 
Morse, vice-president and _ treasurer; 
John B. Abbott, vice president; Hiram C. 
Hoyt, secretary, and Ralph S. Connell, 
assistant treasurer. 





“Gems—Real and Phoney” was the 
title of the talk given by Edward 
Wigglesworth, Ph.D., C.G., at the Tops- 
field Men’s Club, Boston, on April 1. Dr. 
Wigglesworth is director of the Eastern 
headquarters of the American Gem So- 
ciety and Gemological Institute located 
in Boston. 
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FINE VALUES 
IN FAMOUS 
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No. 620, Paul Revere Reproduction 314” 
Cup. $10.00 


No. 444, 934” Sandwich Plate. $10.00. 
No. 75, 434” x 234” (high) Mayonnaise 
Bowl. $5.00. No. 75, Ladle. $2.50. 
No. 141, 4%” Porringer. $5.00. 


Prices Retail. 











BRIOESMAIL 

ry Sa 

' DIMES 
STERLING 


BOSTON. MASS 








=SILVER PAK=>= 


QUALITY FLANNEL BAGS AND 
ROLLS THAT ARE 
NON-TARNISHING 


ACCURATE BINDING CO., INC. 
147 WEST 25th ST. NEW YORK CITY 
TELEPHONE: CHELSEA 2-4990 

















Conteh 


250 Sterling Charms in Illustrated Catalog on request 
WELLS MFG. CO., ATTLEBORO, MASS. 

























22 Patterns Sterling Silver 

ANCHESTER 
SILVER COMPANY 

Rhode Island 





Providence 

















AMERICAN WATCHES 


for 
YOUNG AMERICANS! 


For Graduations and June 
Weddings 


Jewelers all over the U. S. A. are 
preparing for the increased de- 
mand for American watches. 
With the uncertainties of the 
European situation increasing 
daily, American watches offer 
unprecedented profit possibilities 
and a means of dependable 
supply. 
ELGIN, HAMILTON, 


WALTHAM 
(ZONES 4 & 6) 
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Z1 WEST 
BALTIMORE ST. 


BALTIMORE, MD. 


“AN INSTITUTION 
of DEPENDABILITY”’ 


ESTABLISHED 1885 











ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
e JEWELRY e@ 

5 HOPKINS PLACE, BALTIMORE, MD. 








#7. G. Schult; Company 


—BETTER STERLING HOLLOWWARE— 
TRADE 


= 


423 E. Lombard St. Baltimore, Md. 











JEWELRY, GEM CUTTING 
and METALCRAFT 
By W. T. Baxter 
Price $2.50 Postpaid 


Jewelers Circular-Keystone 
100 E. 42nd St., New York 

















BALTIMORE > 


q Joe Tippman and Dorothy Schmidt, 
both employed by the U. S. Jewelry Co., 
Baltimore, were married recently. 

q Leon Engel, of J. Engel & Co., Inc., 
Baltimore wholesale jewelers, accompa- 
nied by his wife, left April 1 by clipper 
for Bermuda, for a three week vacation. 
q A. S. Perry, of A. S. Perry and Asso- 
ciates, Atlanta, was principal speaker at 
a meeting of the Atlanta Lighting Club, 
March 17, taking as his subject “Effec- 
tive Lighting in the Retail Jewelry 
Store.” 

q Recent visitors to the wholesale jew- 
elry district in Baltimore included P. O. 
Hoffer, Fayetteville, N. C.; Ray Feld- 
man, Martinville, Va.; I.ouis Green, 
Fayetteville, N. C., and J. A. Glover, of 
Martinsburg, W. Va. 

q Mr. and Mrs. Lawrence Holzman, of 
Holzman’s, Inc., Atlanta, recently spent 
a second honeymoon in New Orleans, 
Ia. where they witnessed the Mardi 
Gras activities. They spent their origi- 
nal honeymoon there some years ago. 

q A gold watch-band has been offered 
the Atlanta Watchmakers Guild by the 
Jewelers’ Supply Co., as a membership 
campaign prize. Plans are being worked 
out by the Guild to stimulate interest 
and attendance at the monthly meetings. 
q The U. S. Jewelry Co., Baltimore, 
since establishing a watch repair system 
for the trade, has found it necessary to 
enlarge the department and increase the 
force employed to twelve men. The 
system is conducted exclusively for the 
trade. 

4 After an interval of years, during 
which the A. G. Schultz Co., Baltimore, 
limited itself to the manufacture of ster- 
ling silverware, the firm has resumed 
the preduction of special sterling and 
gold jewelry. Much new machinery has 
been installed at the plant and the force 
is being increased by ten or more men. 
q Retail jewelers of Jacksonville, Fla., 
have pledged themselves not to make use 
of “scare” or “price advance” advertis- 
ing during coming months as their part 
in a campaign being conducted by the 
merchants’ division of the Jacksonville 
Chamber of Commerce to maintain pres- 
ent retail price levels and prevent un- 
warranted advances. 

q An advanced class in aviation instru- 
ment instruction was formed by mem- 
bers of the Atlanta Watchmakers’ Guild 
at a special meeting held on April 3, at 
the Frances-Virginia Tea Room. Follow- 
ing an informal dinner, the instruments 
to be studied were described and the 
proposed course outlined by Messrs. Mc- 
Clure and Simpson, of the Eastern Air- 
lines shops at the Atlanta Municipal Air- 
port. The instruction, covering 100 hours 
of work, will be given for two evenings 
a week in Mr. McClure’s CAA accredited 
shop. 

q.S. Judson Mealy, who conducted a 
jewelry and watch repair business in 
Baltimore for 35 years, until he went to 
Dayton, O., about three months ago to 
take an important position with the 
Mayer Jewelry Co., has returned to the 
Monumental City and re-established him- 
self in his old enterprise at 316 N. 
Charles St. The property has been ex- 
tensively renovated and generally im- 
proved, with up-to-date equipment and 
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store front, and he was welcomed back 
effusively by a host of friends. Mr, 
Mealy opened his new place of business 
April 15. 


Md.-Del.-D. of C. Jewelers 
Meet At Wilmington, May I1, 12 


The annual convention of the Mary- 
land - Delaware - District of Columbia 
Jewelers Association, one of the most 
popular events on the jewelry trade’s 
calendar, will be held at the Hotel 
DuPont, Wilmington, Del., May 11 to 12, 

Proceedings will open with the usual 
entertainment on Sunday, May 11, with 
business sessions Monday morning and 
afternoon. ‘There will be a_ luncheon 
Monday noon and the big banquet will 
be held in the evening. 


Committee chairmen’ are: George 
Kleitz, general; Elwood A. Davis, recep- 
tion; Joseph W. Braiger, publicity; 


Howard W. Kleitz, program; Mrs. How- 
ard B. Collins, ladies’ reception; Howard 
R. Collins, registration; Melville M. 
Wells, entertainment; Victor Bailey, 
banquet, and 'T. Gilpin Massey, finance. 
Sidney B. Selinger is president. 





Quinlan Heads Georgia R. J. A. 


Robert C. Quinlan, of the Williams 
Jewelry Co., Macon, Ga., was elected 
president of the Georgia R.J.A. at a 
short business session held on March 31, 
in Atlanta. Robert F. Barr, Valdosta, 
was elected first vice-president; Walter 
R. Thomas, of Myron EK. Freeman and 
Brother, Atlanta, second vice-president, 
and EK. A. Morgan, of Atlanta, was re- 
named _secretary-treasurer. Directors, 
under the by-laws of the association, are 
all of the past presidents who are still 
active members. Valdosta was selected 
as the place for the 1942 convention. 

















“MARRY, MARRY” 
MONTH OF MAY 


Your cash register will ring when the wedding 
bells ring if you've got New Ideas to offer this 
May and June. Yes, show the famous, quality 
products of the U. S. Jewelry Co. and you'll get 
more than your share of the diamond and gift 
business. Be sure to write or wire today for a 
complete showing of practical, original, and 
beautiful gift ideas for the bride, the groom, 
and the home. 


IMPORTERS OF EASTON WATCHES TO RETAIL 
AT $9.75 UP. WRITE FOR A CATALOG. 


USSEVEERY CO 


Baltimore & Liberty Sts., Baltimore, Maryland 
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_ and the SOUTH 


Keep Jewelry Stores ‘Different’ Advises Schwab; 
About 400 at Record-breaking Va.-N.C. R.J.A. Sessions 


Nearly 400 jewelers and their guests 
registered for the joint convention of 
the Virginia and North Carolina R.J.A.s, 
at the King Cotton Hotel, Greensboro, 
Sunday to Tuesday, April 20 to 22, to 
set an all-time attendance record for the 
event. 

The outstanding address of the con- 
vention was delivered on the subject, 
“The Future of the Retail Jeweler,” by 
W. Waters Schwab, president of J. R. 
Wood & Sons, in which Mr. Schwab 
pointed out that jewelers, in order to 
maintain their identity and prestige in 
the public mind, must keep on a different 
plane from department stores and dress 
shops. Being both a fashion center and 
a service institution, the jewelry store 
must at all times strive to hold prestige 
and gain public esteem. 

“Make your windows and your adver- 
tisements be prestige-building and cre- 
ative, rather than mere sellers of price 
and terms,” he counselled. 

Mr. Schwab discussed changing tastes 
for jewelry on the part of the public 
and in this connection commended the 
work of two agencies, the Jewelry In- 
dustry Publicity Board and the DeBeers 
Diamond Campaign. He strongly urged 
a tie-in with the latter and support of 
the former. 

Resolutions adopted by the North 
Carolina association commended all 
manufacturers who operate under fair 
trade laws; disapproved of sterling pro- 
motions, sales to civilians by Army & 
Navy post stores, and the advertising of 
net wholesale prices. It also recom- 
mended a standard list of allowances for 
watch trade-ins, similar to the used car 
“blue book,” as employed in the auto 
trade. 

A second-hand watch law for Virginia 
was proposed in a resolution of the jew- 
elers of Old Dominion. 

Sunday was given over to a golf tour- 
nament at the Sedgefield Country Club 
and a buffet supper, attended by nearly 
350. Harold Schiffman was chairman of 
the latter event. 

At the Monday morning joint session, 
called to order by Duffie Bruns, presi- 
dent of the North Carolina R.J.A., a 
message from ANRJA was brought by 
Alvin D. Magnon, Tampa, Fla., the re- 
gional vice-president. Some interesting 
phases of the work of the Federal Bu- 
reau of Investigation in dealing with 
saboteurs was given in a talk by Edward 
Scheidt, F.B.I. Regional Director. 

Rev. R. B. Owens, Charlotte, N. C., 
scored a hit with a gem collection, com- 
prising 65 varieties, most of which he 
collected and polished himself. The col- 
lection was studied intently at the close 
of his talk on “North Carolina Gems.” 

At separate sessions, Monday after- 
noon, the two associations transacted 
business. 

The North Carolina association re- 
elected Duffie Bruns, Charlotte, as presi- 
dent, and William G. Frasier, as secre- 
tary-treasurer. It named M. C. Perkin- 
son, High Point, first vice-president; M. 
D. Foxman, Kinsman, second vice-presi- 
dent, and Nelson Paige, Charlotte, to the 
newly-created office of third vice-presi- 
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dent. Mr. Bruns and R. C. Bernau, Sr., 
were named as delegates to ANRJA. 

Charles Bowen, Lynchburg, was ad- 
vanced to the presidency of the Virginia 
association. Others selected were: C. F. 
Lauterbach, Petersburg, first vice-presi- 
dent; H. N. Cloutier, Waynesboro, sec- 
ond vice-president, and Frank L. Moose, 
Roanoke, secretary-treasurer. 

Jerome B. Wiss, C. G. jeweler of New- 
ark, N. J., gave an exposition ef the 
Gemological Institute of’ America, and 
following his talk demonstrated a com- 
plete set of gem-testing instruments, and 
showed a collection of gems, assisted 
by George C. Barclay, Harry A. George, 
Jr., and Arnold A. Schiffman. 

A cocktail party and dinner-dance 
were held Monday evening. 

Mr. George, retiring Virginia R.J.A. 
president, presided at the Tuesday morn- 
ing session when William D. MeNeil, 
executive secretary of the Jewelry In- 
dustry Publicity Board, explained the 
aims and accomplishments of this trade- 
wide effort. Ever-popular and instruc- 
tive Paul Monohon, Krementz & Co., ex- 
plainee@ how to sell fine rings and ushers’ 
gifts. 





Golf Tournament Scheduled 
For Missouri R.J.A. Convention 


The convention of the Missouri R.J.A., 
to be held June 15 and 16, at Sedalia, will 
open Sunday morning with a golf tourna- 
ment, in charge of Albert Zercher, Jr., 
Sedalia; Ellsworth Green, of the Sedalia 
Chamber of Commerce; H. J. Whitney, 
Kansas City, and W. H. Moyne, St. 
Louis. The Sunday afternoon session 
will be devoted to technical addresses 
for the Missouri Horological Association. 
Sunday evening Henry W. Von Unruh, 
A.N.R.J.A. president, will speak on the 
activities of the national association at a 
banquet. 

On Monday morning, George Gayou, 
St. Louis, executive vice-president of the 
Missouri Retailers Association, will dis- 
cuss laws affecting retailers. H. L. 
Carter, Kansas City, will lead a discus- 
sion on American watches. John Buch- 
roder, Columbia, Mo., will then lecture 
on jewelry manufacturing and repairing. 
Following him, George M. Husser, Kan- 
sas City representative of the Better 
Business Bureau, will speak on “Rackets 
That Get the Jeweler’s Money.” K. U. 
Lane, of the Sedalia Democrat and Capi- 
tol, will discuss advertising for the 
jeweler. There will also be talks on 
silverware and on window and store dis- 
play. 


Gradwohl Firm Quits Business 


The Gradwohl Jewelry Co., 1121 Wal- 
nut, Kansas City, Mo., has been discon- 
tinued, and its stock taken over by the 
A. Diamant Jewelry Co., operated by 
J. McNookin. The Diamant store now 
at 1205 Main will move to 1121 Walnut, 
the former location of the Gradwohl 
store, as soon as alterations at that store 
are completed. 
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For THE DESK 





For THE DINNER or 
BANQUET TABLE 


What could be more appropriate in these 
times? Silk flag, 4 x 6 inches. Raises 
and lowers on gold colored halyards. 
Staff 13'/, inches high. Solid metal tip-proof 
base, all chromium plated. $7.20 dozen 
(minimum order), F. O. B. Factory. 


OHLSON 


METAL PRODUCTS CO. 


139 MAIN ST. 
CAMBRIDGE, MASS. 








$ CASH $ 


WE pay highest cash prices 
for all kinds of solid sil- 
ver, flat and hollow ware, new 
and used, active and obsolete. 
@ Send us your trade-ins and 
odds and ends which you wish 
to close out and you will be 
agreeably surprised. Check 
mailed same day shipment is 
received and silver held in- 
tact awaiting your decision. 
@ In case shipment is re- 
turned, we insure it and pay 
transportation charges. 
@ No shipment too large or 
too small for our prompt at- 
tention. 


JULIUS GOODMAN & SON 
77 Madison St. 
Memphis, Tennessee 
Reference: First National Bank, Memphis. 
We cooperate with jewelers wishing 
obsolete and inactive patterns. 














BABY SHOES METALIZED 
Finest work—Guaranteed. Retail prices Brense, 
$2.50; Silver, $3.50; Gold, $4.50. Prompt delivery. 
Samples furnis! 

ART PLATING WORKS 
416 E. 8th St., Los Angeles, Calif. 
Silversmiths and platers 
Est. 1921. Formerly with Shreve Co., amd the 
Gorham Co. 

















Cc. B. RICH CO. 
WATCH DIALS REFINISHED 











29 E. Madison St. Rivoli Building 
8th Floor 4th Floor 
Central 5096 Phone 2445-J 


CENTRAL DIAL COMPANY 














doten, 


GP : 
DIAMONDS 
| Bought - Sold - Suoted 
sis . _ FINKELMAN 
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Diamonds and Fine Jewelry 
29 EAST MADISON STREET 


CHICAGO 
EST. 1923 











\\ 
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CHROMIUM 
PLATINUM 


ese ore aatacs 
spairea | Repaired - Replated | “"nalineal 
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TROPHIES — MEDALS 
JEWELRY TRADE 
535-559 W. 59th St., Chicago 

















23 E. Madison St. 


SWARTZ & CO. 
® JEWELERS' FINDINGS ®) 
CUPS — SPORT BALLS 
CATALOGS SENT ON REQUEST 


10 S. Wabash Ave. Chicago, Ill. 
JEWELRY BOXES 
COMPLETE LINES FOR THE 
F. H. NOBLE & COMPANY 


OUR WORK COSTS NO MORE THAN 


ORDINARY WORK 
BECKER-HECKMAN CO. 
CHICAGO, ILL. 





CENTRAL WATCH CO. 
WATCH REPAIRING 


for the Trade 


Best Workmanship at Lowest Prices 


Prompt Service 


Wabash Ave. 


> South 








Chicago, Ill. 





CHICAGO > 


q Sam Marks, 31 N. State St., accom- 
panied by Mrs. Marks, returned to his 
office recently from Arizona, where they 
spent most of the winter. 

q Norman Goodman, treasurer’ of 
Weksler & Goodman, Inc., recently re- 
turned from an extended business trip 
through the West to California and 
Texas and the South. 

q Leo R. Sohn, son of Harry Sohn, Chi- 
cago diamond setter, who joined his 
father in business upon graduation, was 
called last month and is now stationed 
at Camp Custer, Michigan. 

q “Bill” Richards, from the Ostby & 
Barton Co. factory, spent several days 
last month in this territory calling on the 
trade in Chicago and other cities with 
the Chicago manager, William McGreevy. 
q Marcus & Son, diamond importers, 
located at 29 E. Madison St. for many 
years, are moving on May 1 to Room 
745, Pittsfield Bldg., which will give 
them larger and more modern quarters. 
q H. J. Reeves, treasurer of the Inter- 
national Silver Co., spent a short time 
in Chicago, last month, visiting the local 
office and the manager, W. ‘T. Smith, 
while making a trip through the terri- 
tory. 

q F. H. Noble & Co. have completely re- 
modeled and modernized their office and 
salesroom on the 10th floor of the Hey- 
worth Bldg. by efficient rearrangement 
installation of new vaults and lighting 
system. 

q Bert Harris, of C. A. Kiger & Co., 
Kansas City, visited friends in Chicago 
last month on a business trip to Duluth 
and Minneapolis, where he attended the 
Minnesota RJA convention, on the 20th 
and 21st. 

q Nandor F. Wechter, formerly with 
The Wechter Co., has withdrawn from 
that partnership and is now associated 
with his brother in the business of S. 
Wechter Co., with headquarters in Room 
1210, Heyworth Bldg. 

q Gordon Petersen, The Ball Co., and 
Mrs. Petersen, spent the Easter holidays 
in Nashville, Tenn., visiting their son, 
Gordon, Jr., who is attending Vanderbilt 
University and who recently completed 
his induction into the Owls Club. 

q While most of the visitors to the play- 
grounds of Florida go there for the 
benefit of the sun’s rays, postcards to 
friends of Gus Weinfeld, of Drach-Wein- 
field Co., from that section recently, 
mentioned only how hot it was in the 
shade down there. 

q Leland Fay, for years credit manager 
for Benj. Allen & Co., who purchased 
the retail jewelry business of Boyson’s, 
Oak Park, Ill, has recently completed 
the rearrangement and modernization of 
the store including the addition of a 
very attractive gift department. 

q The principal feature of the meeting 
of the Chicago Horological Guild, held 
in the Pittsfield Bldg., April 18, was a 
talk by T. G. Pontius, who discussed 
cutting, grinding and polishing of natural 
and synthetic corundum. Upon this oc- 
casion a clinic was inaugurated during 
which members of the technical board 
discuss difficult problems of watchmak- 
ing and assist members with any prob- 
lems which have come up in their work. 
The clinic gives promise of being one of 
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the most helpful features of the Guild’s 
efforts in behalf of watchmakers. 

q The annual golf outing of the Chicago 
Jewelers Association was definitely an- 
nounced for Brookwood Country Club, 
on June 12, by William McGreevy, chair- 
man of the golf committee, at the 
monthly luncheon at the Palmer House, 
on April 17. This is the home club of 
the association’s treasurer, R. Schell Hul- 
bert, who presided at the meeting, and 
he assured them of a big day on his 
home grounds. About 60 members were 
present and after a brief business ses- 
sion Mr. Hulbert introduced R. E. Pat- 
terson Klein, past president of The 
Executives Club, whose subject was 
“First Things First” and he gave a very 
interesting talk about trends in_ the 
country and the best methods of pre- 
serving American traditions and form of 
government. : 
q The Chicago Jewelers Bowling League 
concluded a very lively contested sched- 
ule which started on Sept. 12 and ended 
April 24. Many of the prize awards were 
in question until the last game _ was 
played. The high team, 3-games award, 
went to the Newman & Rust team and 
the high team single game went to Lester 
Brande Co. ‘The award for first high, 3 


games for individual, goes to Eddie 
Borchers, of the Lester Brande team 
and first high single game to Joe 


Capanch of American Optical Co., Till- 
yer division. Walter Ferrete, of New- 
man & Rust team, had the highest aver- 
age score, 180, for the entire season. The 
teams finished in the following order: 
Newman & Rust; American Optical Co. 
(Numont); American Optical Co. (Till- 
yer); Lester Brande Co.; Fort Dear- 
born Mercantile Co.; A. C. Becken Co.; 
Olsen & Ebann, and Stein & Ellbogen 
Co. 


Imports During February 


Article Number Value 
Watches and watch move- 
ot RRA a secede stews 
WOlGO POPES . «ccs ccewes $79,448 
Clocks and clock move- 
en arene er 256 6,993 


Diamonds, suitable as gems— 


Rough, uncut ......32,995cts. 1,453,330 

Cat Dut unset ..... 14,561ets. 1,167,210 
Pearls— 

Ss Rae ee eer aes a 24,302 

Cultured or cultivated ...... 54,367 
Other precious stones— 

EUOMRT, UCU 5.0. hic tcccees ened, 

Cut Det UNMet . oi ec kaa 148,099 
Semi-precious stones— 

Rowen: WHEE ... «6 keke ees 10,763 

ee rrr 97,983 








If you want QUALITY use 


FULLERS ® FINDINGS 


For 82 Years known as the 
— BEST QUALITY — 


ORDER FROM YOUR JOBBER 














WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 
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Water H. Auien, 58, who had been 
in the jewelry trade in Minneapolis since 
1907, and helped organize the Allen & 
Berg store in that city, died April 10. 

Epwin H. Brown, of Rochester, N. Y., 
who for over 15 years covered New York, 
Pennsylvania, Delaware and Maryland 
for the Towle Silversmiths, died April 
11. He was a World War veteran and 
left Yale to train at Plattsburg and re- 
ceived his commission before he was 
mustered out at the end of the war. 
Burial was made in Arlington National 
cemetery. 

Max Bucuspaum, 71, secretary of S. 
Buchsbaum & Co., Chicago, died at his 
home, April 13, after a brief illness. Mr. 
Buchsbaum was born in Hungary and 
came to this country while a boy. His 
early life was spent in Cincinnati and he 
was associated with the company founded 
by his brother, Sam, for more than 50 
years. 

CurisropHer W. Carstens, 83, pioneer 
jeweler of Grand Rapids, Mich., died 
April 5, after a short illness. Until his 
retirement about 15 years ago he oper- 
ated a jewelry store with his brother, 
the late Rudolph Carstens. 

Frep W. Crocker, 70, inventor, en- 
graver and originator of the Crocker 
System of Designing, together with the 
Crocker sharpener and other engravers’ 
supplies, died in March, in Los Angeles. 
Born in Attleboro, Mass., he spent more 
than 40 years traveling throughout the 
country selling and demonstrating en- 
gravers’ supplies. 

J. Gustave Dautstrept, 80, president 
of the Mundie Jewelry Co., North 'Tona- 
wanda, N. Y., died there April 14. Born 
in Sweden, he came to North Tonawanda 
38 years ago and entered the employ of 
the company of which he was head at 
the time of his death. 

Cart EnreNMANN, Sr., Los Angeles, 
manufacturer of school and_ fraternal 
jewelry, died on the eve of his 79th birth- 
day, March 29. He went to Los Angeles 
from Germany in 1886 and had been in 
business there ever since. He was one of 
the organizers of the L. A. Chamber of 
Commerce. His wife and a son, Carl, 
Jr., survive him. 

Miss Hevena Fink, 88, 526 Channing 
St., Mt. Auburn, Cincinnati, who spent 
more than half a century in the retail 
jewelry business, died on April 10. Miss 
Fink had been active in the trade at 
her store, 1424 Main St., until she suf- 
fered a hip fracture about five years 
ago. She founded the business with her 
brother, the late William C. Fink, at the 
same location, in 1881. 


Joun E. Frost, 82, who operated a 
jewelry store and watch repair business 
in and near Moline, Ill. for 45 years, 
died April 4, after a three weeks illness. 


Witi1am C. Georce, who worked for 
Jones Saunders for ten years and con- 
tinued with Clark & McDonald, jewelers 
at Amsterdam, N. Y., died March 26. 











SILVERLING poitsh 

POLISH 
Est. 1909—A liquid with pleasant odor that is harmless 
to Silver, Hands, or Health. Not abrasive or explosive. 
No washing. Slight effort. 8-0z. bottle $3.00 Doz. 
delivered, your imprint on free samples. Price on label, 
50 cts. Your name on Postal for more information to 


SILVERLING, 1215 E. Republic St., Peoria, III. 
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A. DuBose Grestmer, for many years 
a jeweler at 1011 Chestnut St., Philadel- 
phia, died March 30. 

Lro J. Horron, 44, a prominent El 
Dorado, Kan., jeweler, died April 13 at 
the Veterans’ hospital at Little Rock, 
Ark., where he had been for the last 
month. 

Rupotew K. Jarecki, 68, manager of 
the Herman T. Jarecki jewelry store in 
Krie, Pa., died April 17. He learned 
the jewelry trade in Philadelphia. 

Mirron Kryp, 23, son of Philip Kind, 
secretary of ‘S. Kind & Sons, Philadel- 
phia jewelers, died at his home in Phila- 
delphia, March 22. In business in Chi- 
cago, the young man came east Feb. 10 
to enter military service and was 
stricken. He graduated from the Uni- 
versity of North Carclina in 1939. 

Freverick D. ILcen, 81, retired jeweler 
who had been in the jewelry trade in 
Manhattan for half a century, and head 
of the Ilgen, Wakefield Co. which went 
out of business during the depression, 
died March 24. 

Paut N. Lackrrrz, 70, prominent and 
successful jeweler in Chicago for many 
years, died on April 12 at the Presby- 
terian Hospital after an illness of five 
weeks. Mr. Lackritz was born in Russia 
and came to Chicago in the early 90’s. 
For a time he worked at the bench, then 
later opened his own business on Milwau- 
kee Ave. For many years he had been 
active in retail jewelers’ organization ef- 
forts. Several years ago he consolidated 
his stores at 29 E. Madison St., with his 
son, Harry J., as a partner in the busi- 
ness. He was prominent in Jewish cir- 
cles, and a director of the B. M. Z. Old 
Peoples Home. 

Craupe G. LarosH, 67, jeweler of 
Allentown, Pa., recently died in his store, 
succumbing to injuries which he had 
suffered the day before in an auto acci- 
dent. 

Witriam Liyxer, 79, former head of 
the silver department of J. E. Caldwell 
& Co., Philadelphia, and also connected 
at one time with the Gorham Co. in New 
York, died in Philadelphia, on March 30. 
He had also headed the firm of Davis & 
Gault, Philadelphia silversmiths. 


Jesse E. McCourt, widely known 
throughout the wholesale and_ retail 


trade, died recently at his home in New- 
ton Highlands, Mass. He was associated 
with the Star Watch Case Co. and 
covered many sections of the country as 
traveling representative. He made his 
home in Boston for 20 years after estab- 
lishing the New England Watch & Jewel- 
ry Co., first in Worcester, later in Bos- 
ton and now out of business. 

JosepH Mouton Merritt, 72, formerly 
president of Merrill Bros., silversmiths 
in New York and later Newark and now 
out of business, died on March 25. He 
had worked at his profession for nearly 
half a century. His ancestors first set 
up the trade in 1640 in Massachusetts 
and he claimed distant kinship with Paul 
Revere. He was a well-known amateur 
tennis player and won a number of 
championships including the New Jersey 
mixed doubles. Until a year ago he was 
still able to play six or seven sets a day. 

Frank Moentenserc, 49, a partner in 
the Keystone Jewelry and Optical Co., 
St. Louis, Mo., died April 14, at the 
U. S. Veterans Hospital at Jefferson 

(Please turn to page 127) 
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SINCE 1926 
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WATCH DIALS 
REFINISHED 


A NAME DIAL 
Will Thrill 
The JUNE GRADUATE 


KIRK-RICH DIAL CORP. 


Heyworth Bidg., Chicago, Ill. 


LOS ANGELES DETROIT 
SAN FRANCISCO PITTSBURGH 
SEATTLE DALLAS 








~~ Stanel 


features the fine work always 
associated with the name in 
the manufacturing and repair- 
ing of jewelry 

* THOMAS W. STANEK 


Formerly of Graffe & Stanek 
* 29 E. MADISON ST., CHICAGO 





McRAE & SHAW 


163 N. Michigan Ave., Chicago, Ill. 


Radio and Display Advertising Specialists 
Originators and Producers of 

“THE OLD SHEPHERD" RADIO PROGRAM 
EXCLUSIVELY FOR JEWELERS 








Your JOBBER HAs 


NEWALL 
“Quality Findings” CU) 


The Newall Mfg. Co. - Chicago 














Acme WATCH CO. 


S S.WABASH AVE. CHICAGO ILL. 


USED WATCH ,), 
MATERIALS 

















USED MOVEMENTS 
Good Condition 


1/2 


THE PRICE OF 
NEW MATERIALS 


Wheels, pinions, 
pallet forks, etc., 
for all watches. 
Send sample of 
what you want! All 
Guaranteed! Remit 
only if satisfactory. 


Good Dials 
0-Size Elgin, Waltham 
73, $2.00 — 153, $3.00 
12 or 16 size Hunting 
73, $1.75 — 153, $2.75 
12 Size Open Faee 
73, $2.25 — 154, $3.25 
16 size Open Face 
73, $2.00 — 15J, $3.00 
18 size Htg. Elg., Wal. 
7), 75¢ — 153, $1.25 
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GRAFNER BROS. 


GENERAL LINE 


VALUE AND ASSORTMENT 
SPECIALIZING 
IN 
e 
gig LIBERTY AVE. PITTSBURGH 











Jewelry Repairing 
DIAMOND SETTING - ENGRAVING 
: Strictly Trade Shop 


DOERNBERGER G MUCK 


406 Pittsburgh Life Bldg., Pittsburgh, Pa. 
Telephones: AT.7848 - AT.4959. 

















GOULD and SIILVIEIR 


Scrap and Wastes 


PUIRCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished 














VERNON-BENSIOFIE CO. 


933 Ridge Ave. Pittsburgh, Pa. 




















JACK M. WERST 


Dealer in Used 


Diamonds and Diamond 
Jewelry 
Buying and Selling from 
Coast to Coast. 

Also Entire Jewelry Stocks 
and Fixtures Bought. 
Miami Savings Bldg. 

Dayton Ohio 











ATTENTION 
MANUFACTURING JEWELERS 


Your need of JADE can be fully satisfied from our 
regular stock. New shipments directly from the Orient 
each month. 


ORIENTAL GEM CO. 
46 Kearny St. San Francisco, Cal. 
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q Abraham P. Caplan, 52, local watch 
maker, died of a heart attack recently. 
q Jack Pugh, Pugh Bros. Co., Gulf 
Bldg., is home from a_ vacation in 
Florida. 

q Paul Drew, Gold and Colored Stamp- 
ing, has taken larger offices in Room 315 
Clark Bldg. 

q Joseph Kurtz, prominent Connellsville, 
Pa., retail jeweler who is a reserve offi- 
cer in the United States Army, has been 
called to active duty. 

¢ Gus Bastheim, president of the Henry 
Wilkins Co., local credit jewelers, has 
been discharged from the Allegheny Gen- 
eral Hospital and is now recuperating 
from an accident in his home. 
q Paul Seibel, division manager of the 
Hamilton Watch Co., Lancaster, Pa., 
was here recently on business and re- 
ports heavy volume of orders and _in- 
creased production for the firm. 

q David Weis, head of David Weis & 
Co., returned from Florida on April 15 
and left immediately for an extended 
road trip through Ohio. Dave has com- 
pletely recovered from his recent illness. 
q A large number of out-of-town retail 
jewelers visited local wholesale houses 
recently, including the following: Phil 
Lipson, Fairmont, W. Va.; Lawrence A. 
Fiscus, New Kensington, Pa.; Leon Reu- 
ben, East Liverpool, O.; Ed Meyer, 
Butler, Pa.; Charles Mann, Beaver Falls, 
Pa. 

q William T. Grafner, a member of the 
firm of Grafner Bros., 818 Liberty Ave., 
is now enrolled in the Army and sta- 
tioned at Fort Meade, near Baltimore. 
Emanuel Grafner, head of the firm, has 
again been named chairman of the Jew- 
elry and Optical Group for United 
Jewish Fund. 





q Emil Freyer, president of the Samuel 
Weinhaus Co., has returned from an ex- 
tended sojourn in St. Petersburg, Fla., 
and other southern resorts. Louis Cor- 
bin, secretary of the firm, was in New 
York on business recently. Miss Ruth 
Ann Gall and Harry J. McCambridge, 
both employes of the firm, were married 
April 30. 

q The Jewelers Bowling League of 
Pittsburgh finished a very enjoyable sea- 
son with a banquet on Thursday evening, 
April 24, at the Hotel Henry, which was 
attended by upwards of fifty persons. M. 
Levett, of the Clark Bldg., is president 
of the league and R. S. Robinson, of the 
same building, served as_ toastmaster. 
The league comprised ¢ight teams of 
five men each and has functioned for 
many years. 

q The best fish story of the year comes 
from Sam EK. Hall, of Hall Bros. Co., 
Clark Bldg., Pittsburgh, recently _ re- 
turned from Miami Beach, and concerns 
a number of Pittsburgh and New York 
jewelers. According to Sam, the party 
included, besides himself, Harold Busch, 
credit jeweler of New York City; Billy 
Deister, of Buffalo, and John and Bill 
Kappel, Jack Pugh, and Billy Kappel, 
Jr., of this city. The catch, made off 
Florida, one sunny afternoon last March 
on the Shark River, near Cape Sable, 
included 150 fine sea bass. According 
to Sam, the party on crossing the Ever- 
glades to the West Coast along the Gulf 
of Mexico, encountered not only a 
twelve-foot alligator, but also a panther. 
Sounds like one of the heroic antics of 
Jack Armstrong, “The all-American 
boy,” but knowing Sam as the corre- 
spondent does, we are inclined to credit 
the story as being true. 








540 Chain Stores Represent 3.7% of All Jewelry Stores; 
Rising Sales Now Amount to 38 Million or 10.5% of Total 


The extent of chain store operation in 
the retail jewelry business was revealed 
last month by the United States Census 
Bureau. 

Of the 14,559 jewelry stores counted in 
1939, 540 or 3.7 per cent, were chain stores 
(belonging to a group of four or more stores, 
usually operated by a manager not identified 
as an owner, and usually supplied from one 
or more central warehouses). 

Chain store sales, however, amounted to 
$38,014,000 or 10.5 per cent of the $361 ,595,- 
000 total sales of jewelry stores in the United 
States. In 1935, chains accounted for 9.4 
per cent of all jewelry sales, and in 1929, for 
6.4 per cent. 

Average annual sales of chain store 
jewelers amounted to $70,396, compared 
with $22,929 for the average independent 
jewelry store. Average annual sales of 
chain stores in every type of retail busi- 
ness exceed those of independents be- 
cause chain operation is largely confined 
to heavy traffic locations and fast-turn- 
ing stock. 

Of $162,599,000 stocks held by retail 
jewelry stores at the end of the year, 
$7,573,000, or 4.6 per cent, was attribu- 
table to chains. This total does not in- 
clude stocks held by chains in central 
warehouses. The fact that chains ac- 
counted for a smaller portion of stocks 
than of sales is partly explained by the 
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fact that they are predominantly geared 
to rapid stock turns, and therefore a low 
stock to sales ratio is characteristic. 
Chain jewelry stores provided employ- 
ment for 4,095 full-time employes, 257 
part-time employes, and 30 proprietors 
of unincorporated businesses. By con- 
trast, independent jewelry stores em- 
ployed 30,976 full-time and 2,545 part- 
time employes and 13,025 proprietors of 
unincorporated businesses. 





Oregon Third State 
To License Watchmakers 


Oregon is the third state to enact a 
law for the registration and licensing 
of watchmakers. The law took effect 
when it was signed by the governor, 
early last month. 

New Mexico watchmakers lost a simi- 
lar measure when the Speaker of the 
House cast a negative vote to break 
a tie. 

Colorado horologists dropped action on 
their proposed bill. Massachusetts lost 
its bill. Connecticut withdrew its bill. 
Minnesota watchmen, encountering trou- 
ble in the House, had it introduced in 
the Senate, where prospects are ques- 
tionable. Ohio horos at last reports 
were making fair progress with their 
measure. 
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(Continued from page 125) 
Barracks. He had been injured in the 
battle of the Argonne. 

‘neoporE Bates Prerce, 66, treasurer 
for 30 years of the Kinney Co. Provi- 
dence, manufacturing jewelers, died 
March 29 after a short illness. Mr. 
Bates was active in civic, charitable and 
fraternal organizations. 

Detancy A. Pontius, 65, jeweler at 
Algonac, Mich., died March 27. 

Evcene G. Ricarp, 48, jeweler at 
Lowell, Mass., died suddenly on March 
25. He had been associated with his 
father for many years and formerly, for 
ten vears, managed the Ricard branch 
store in Manchester, Mass. Full military 
honors were accorded the deceased who 
was a World War veteran. 

W. B. Ricnarpson, 72, jeweler at 
Louisville, Miss., for many years, died 
on April 10, after a lingering illness. 
He had operated jewelry stores in Louis- 
ville, Greenwood, Winona and Walnut, 
Miss. 

Georce B. Rose, Jr., 65, jeweler at La- 
Crosse, Wis., died March 28 after a six- 
weeks illness, from influenza. He con- 
tinued the business started by his father 
and uncle in 1857. 

Rosy Howarp Sarrorp, 70, formerly in 
the retail jewelry business in Leominster, 
Mass., died March 25, after a short ill- 
ness. He retired in 1936. He was one 
of the founders of the Mass.-R. I. RJA 
and had served on the executive board. 

IsaporE Scuroper, 79, 898 Clinton 
Springs Avenue, Cincinnati, former 
wholesale jeweler until his retirement 
several years ago, died April 18 in 
Jewish Hospital, following a short ill- 
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ness. At his death he was a director of 
the Business Men’s Federal Savings & 
Loan Co. 

Cuaries M. Stemmons, 61, well-known 
in the trade in Chicago and throughout 
the West, died at his home in River 
Forest, Ill., May 13, after a protracted 
illness due to an automobile accident. 
He became associated with the Spring- 
field Watch Co. at an early age and con- 
tinued with them until 1918 when he 
joined The Ball Co. organization. 

Puitur Stepper, 42, merchandise man- 
ager for the Kay Jewelry Co., with which 
firm he had been connected for 17 years, 
died on March 31, in Washington. 

Hyman Troop, 51, a member of the 
jewelry manufacturing firm of Troob & 
Degnan, 100 Stewart St., Providence, 
died March 29 after a brief illness. Mr. 
‘Troob was born in Russia but had re- 
sided in Providerce for the past 35 
years, of which 30 years were spent in 
the jewelry manufacturing industry. 

Arruvr W. Wiis, 67, for many years 
foreman of the watchmaking department 
of ‘Tiffany & Co., New York, died April 
7, at his home in Hawthorne, N. Y. 


Jewelers Increased Inventories 
Only 6% While Sales Rose 11%, 
Retail Trade Survey Shows 

Reassuring evidence that the jewelry 
industry has kept a cool head thus far 
during the war boom and has not in- 
dulged in run-away speculative buying 
comes from a recent Government survey 
of retail merchants’ inventories. 

Reports from 16,543 stores in 34 states 
were included in the survey, which 
covered 23 different kinds of retail busi- 
nesses. Inventories of 431 jewelry stores 
were tabulated. 

It is interesting to note that while all 
23 types of retail businesses increased 
their inventories 8 per cent between the 
close of 1939 and the close of 1940, these 
jewelry stores confined their stock in- 
crease to 6 per cent. This policy of 
cautious buying is all the more pro- 
nounced in the light of these jewelry 
stores’ sales increase during the past 
year, which averaged 11 per cent and 
was exceeded by only two other kinds 
of retail businesses, automobile dealers 
and household appliance dealers. 

In two regions, the Pacific and the 
South Central, retail jewelers averaged 
an expansion of 8 per cent in inven- 
tories, during 1940. In the East North 
Central states there was an increase of 
7 per cent, while in the Atlantic states 
a 3 per cent gain was recorded. 

The per cent change in inventories 
varied with the size of the jewelry busi- 
ness. Stores with annual sales of $100,- 
000 and over increased their stocks 5 
per cent. Gains of 7 and 8 per cent re- 
spectively were registered by stores in 
the $50,000 to $99,999 and the $30,000 
to $49,999 brackets. Stores in both the 
$20,000 to $29,999 and $10,000 to $19,999 
classifications upped their inventories by 
5 per cent. Jewelers with sales of less 
than $10,000 averaged an inventory gain 
of 4 per cent. 

Computing the change in jewelry 
stores’ inventory by size of cities, the 
increase was the highest, .7 per cent, 
with jewelry stores in cities of 100,000 
and larger and in places under 5000 in 
population. The smallest inventogy in- 
crease, of two per cent, was recorded 
for jewelers in cities of 50,000 to 99,999. 
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KLEIN BROS. CO. 
Showing complete lines 
of New Jewelry. 


Ladies’ & Gents’ SET RINGS 
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DIAMOND RINGS 
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MISS VANITY 
STREAMLINED DIAMOND RINGS 
For the Fall Bride. Most attractive. Mod- 

erately priced. 
Write for a Selection 
THE D. JACOBS SONS CO. 
811 Race St. Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 Years. 











WESTERN TRAY & CASE CO 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 


q Adolph Simon, Cheviot, retail jeweler, 
is back on the job following a short ill- 
ness. 

q Robert Hummel, Jr., of the R. L. 
Hummel Jewelry Co, and E. T. Herzog 
and his wife, returned from Florida 
where they went after the “big ones” 
while vacationing. 

q Good fellowship (and beer aplenty) 
prevailed at the two April luncheon meet- 
ings the Cincinnati Town Criers held at 
Lerman’s Restaurant, 25 E. 7th St. Both 
meetings were well-attended. 

q Mr. and Mrs. Julius D. Jacobs (D. 
Jacobs Sons Co.), left the latter part 
of April for their annual vacation at 
French Lick, Ind., expecting to remain 
over Derby Day. The engagement of 
their son, Julius D. “Buddy” Jacobs, 
Jr., to Miss Catherine Levy, was an- 
nounced recently. 

q With Spring in the air, Dan Cupid 
pierced the hearts of two Cincinnati 
jewelry men who took unto themselves 
brides. Karl J. Mouch, jeweler at 7202 
Vine St., Carthage, married Miss Edna 
Duenhoft, of Cincinnati, on April 19. 
Charles Jauch, salesman with A. G. 
Schwab & Sons, Inc., jewelers, 229 E. 
6th St., married Miss Imogene Harless, 
Cincinnati, on March 29. 

q A number of Queen City jewelry men 
dropped work to take in the opening ball 
game between the Reds and Cardinals, 
on April 15. Those seen in the stands 
included George E. Brown, Maurie 
Gerwe, Henry W. Von Unruh, Louis 
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Hummel, Jr., John Kramer, with the 
George Newstedt Co.; George Kleier, of 
E. Wagner & Sons; Ed Herschede, Jr., 
of the Frank Herschede Co.: Robert 
Herzog, of E. T. Herzog & Co.; Joseph 
Dilger, with Motch the Jeweler, Coving- 
ton; Elmer MeNeill, of the Robert L,. 
Hummel Co., and George Hook. 

q The Cincinnati Wholesale Jewelers & 
Manufacturers Association held its an- 
nual Spring meeting and banquet, Tues- 
day night, April 15, in the Netherland 
Plaza, with the following members in 
attendance: Bob Stocker, Paul Schumer, 
Bob Henghold, Julius Jacobs, Jr., Sam 
Silverman, Julius Jacobs, Sr., Charles 
Disbecker, Adolph Ottensoser, Ed Karg, 
Ed Tschan, William Fassler, Adolph 
Grossman, Kelley Schwartz, Louis 
Ronch, Roy Runge, Joe Wilson, Bob 
Seifert, Ralph Simon, Arno Dorst, Ar- 
thur Hirshfield, Stanley Biedenharn, 
Herbert Schwab, president; Clarence 
Loeb, Dick Heileman, Paul Knight, Earl 
Bose, William Oskamp, George Gruen, 
Jr., George Honnebrink, Ray Kirkendoll 
and Harold Armacost. Speakers were 
John W. Tate, of the city park board; 
Ned Haslings, his assistant; Maj. John 
Seiler, of the Salvation Army, and Dick 
Bray, radio sports commentator. I. 
Goodman, Fassler and Silverman were 
voted in as new members. Biedenharn, 
who has succeeded Loeb as chairman of 
the entertainment committee, a post the 
latter had held for 20 years, announced 
plans for the annual June picnic. 





Nebraska Jewelers’, Horologists' 
Conventions Attract Big Crowds; 
Harry Dixon Heads State R.J.A. 


The Nebraska RJA held its 35th an- 
nual convention at Grand Island, Sun- 
day and Monday, April 20 and 21, with 
more than 150 registered delegates. The 
Nebraska Horological Association staged 
its seventh annual meeting, at the same 
place, April 19 and 20. 

One of the highlights of the jewelers’ 
social program was the annual KuKu 
Club party and dance, starting with a 
buffet supper, Sunday evening. 

The principal addresses were made by 
E. J. Meyer, Grand Island; W. G. 
Drosten, St. Louis, and J. P. Brynes, 
Omaha. 

Harry Dixon, North Platte, was 
elected president of the jewelers to suc- 
ceed A. T. Martinson, Grand Island. 
Others elected were: E. Sartor, Lincoln, 
first vice-president; H. J. Anderson, 
Fremont, second vice-president; A. J. 
Auble, Ord, third vice-president; C. J. 
Stiastny, Lincoln, secretary-treasurer ; 
and E. J. Meyer, Grand Island; Charles 
Clifton, North Platte, and Oscar Ho- 
mann, Omaha, executive committeemen. 
Lincoln was selected for 1942. 

Ashley W. Conger, Grand Island, was 
reelected president of the horological as- 
sociation, and Clarence Bleyle, Hastings, 
was reelected secretary-treasurer. Others 
named were: Thomas Crisman, Hastings, 
first vice-president; J. Shatz, North 
Platte, second vice-president; Corey 
Chase, Holdrege, third vice-president. 
C. W. Tiahrt, Omaha, was reappointed 
counsellor. The watchmakers held their 














banquet Sunday night. 
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Aptitude Testing Study Available 


A booklet entitled “The Use of Ability 
and Aptitude Testing in Business” has 
just been published by The Personnel 
Institute, Inc., 225 N. Wabash Ave., 
Chicago, giving a simple explanation of 
the scientific plan which is followed by 
that organization in building “batteries” 
of tests for all types of sales, executive, 
clerical and production jobs. Charts are 
presented illustrating differences in re- 
sponse to these tests by applicants of 
varying backgrounds and abilities. Apti- 
tude testing is advanced as the modern 
method of saving a large part of the 
high cost of hiring and training em- 
ployes. Copies of the study are avail- 
able on request. 





Diamond Cutting in Canada 


Henry Birks & Sons, Ltd., together 
with James Clement, have organized a 
cutting and polishing factory in Mon- 
treal, the most important function of 
which will be the production of diamond 
tools used in the manufacture of Bren 
guns, and in other essential industries. 

H. and M. Freudman Co., formerly of 
Antwerp, has leased space at 208 King 
St., Toronto, and is now starting to cut 
and polish. 
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BOSTON 


4 Cupid was 50 per cent -busier in Bos- 
ton in April than a year ago, figures 
released by the city registrar show. 

Carl Lawton and Bert Briggs, of the 
Saxton Co., have finished their spring 
plowing, to produce vegetables that re- 
duce the h.c. of 1. They say the pictures 
on the seed packages were never more 
irresistible. 

Ohlson Metal Products Co., formerly 
of Waltham, Mass., have found it neces- 
sarv to move to much larger quarters to 
improve their facilities for manufactur- 
ing the flag sets which are becoming very 
popular. They have moved to 139 Main 
St., Cambridge, Mass. 

4 Elaborate preparations are going for- 
ward for the 53rd annual outing of the 
Boston Jewelers Club to be held at the 
New Ocean House, Swampscott, Mass., 
on June 18. Baseball and golf will be 
features and a short dinner and cabaret 
show will complete the program. 

q The public responded handsomely to 
a silver showing by the Smith-Patterson 
Co., which was repeated this year be- 
cause of the success of last year’s effort. 
Sterling manufacturers each have an 
equal size group display in the windows, 
adding variety and interest. 

Henry McGill, formerly proprietor of 
Babcock Box Co., Attleboro, Mass., has 
established his own box manufacturing 
business in Plainville, Mass., under the 
title McGill Box Co. This firm manu- 
factures fancy jewelry boxes and jew- 
elry displays and pads, serving the man- 
ufacturing trade. 

q Smith-Patterson Co., on April 14, 
opened a special display of silver with 
many loan pieces by American silver- 
smiths seldom seen outside factory show- 
rooms. One exhibit is a table setting 
with a table cloth of lace, made in a 
French convent, valued when imported 
some time ago at $3000. 

q The Worcester Horological Association 
held a public installation of recently- 
elected officers at Aurora Hotel, April 
16. Members and guests numbering 
close to 100 attended the dinner and 
were welcomed by Mayor William Ben- 
nett. The Worcester Guild has an active 
ladies’ auxiliary and one of the high- 
lights of the dinner was a presentation 
to the Guild by the president of the 
auxiliary, Mrs, Ralph Jacques, of a 
banner of blue and gold. Following the 
dinner, entertainment and dancing were 
enjoyed until the wee hours. 

q Boston Jewelers Club officers and di- 
rectors at a meeting on April 4 per- 
fected plans for the mid-season outing 
and dinner at the New Ocean House, 
Swampscott, Wednesday, June 18. Vice- 
President L. Blaine Libbey heads the 
games committee. An unfinished soft 
ball game, in its third season, which re- 
quires two umpires and a neutral ob- 
server on the sidelines, goes on rain or 
shine, with Herb Woods, Manchester, 
and Vincent Chapman, Providence, as 
captains. Committeemen William Stone, 
John Kennard, J. Gould Cook and Carl 
Lawton say that the 1941 event will be 
tops. 

q New England jewelers, as well as the 
public, took keen interest in the exhibit 
of silverware at the Natural History 
Museum in Boston, from March 18 to 
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WORCESTER WATCHMAKERS 





These three with their after-dinner cigars still 


burning were snapped by the photog after 
their induction as reelected officers of the Worces- 
ter (Mass.), and Worcester County Horological 
Association, at a dinner meeting, held April 16. 
They are, from left to right, Winfred D. Hebert, 
president; J. Edward Bogage, secretary, and 
Henri LaVenture, treasurer. Missing from the 
picture is Gustaf Hanson, vice-president. 





Business is Better in Canada 


o | 
Jewelry stores in Canada found busi- | 


ness appreciably brisker in February 
than a year ago, the Dominion Bureau 
of Statistics discloses, revealing an in- 
crease in sales of 29.6 per cent over 
February, 1940. For the Maritime prov- 
inces, the increase was 12.5 per cent; 
Quebec, 23.5 per cent; Ontario, 39.6 per 
cent; Prairie provinces, 9.5 per cent, and 
British Columbia, 35.3 per cent. 


U. H. A. Convention Delegates 


William P. Fillebrown, South Wey- 
mouth, and Raymond A. Ricard, Lowell, 
were elected national convention dele- 
gates at the semi-annual meeting of the 
Horological Association of Massachu- 
setts, April 6, in Worcester, Mass. They 
will accompany J. Edward Bogage, 
Worcester, national trustee, to Duluth, 
Minn., for the convention, June 23 to 24. 


Waltham Making Aircraft Clocks 


Waltham Watch Co., Waltham, Mass., 
has been awarded a $90,000 contract by 
the Navy Department for an undisclosed 
quantity of 24-hour-dial aircraft clocks. 








Herbert Breitzman, Fond du Lac, was 
elected president of the Fox River Val- 
ley and Lake Shore Jewelers Associa- 
tion, recently. Other officers are J. A. 
Rumele, Manitowoc, vice-president, and 
Martin Hupka, Appleton, secretary. 





April 6. Six leading jewelers of Boston 
and Reed & Barton Silversmiths, of Taun- 
ton, sponsored the exhibit to show to- 
day’s choice together with silverware 
made in Boston more than a century ago. 
Shreve, Crump & Low Co. displayed re- 
productions of old New England silver. 
Bigelow Kennard Co. showed two sets of 
flatware, one in the process of construc- 
tion. Stowell & Co., Hodgson-Kennard 
& Co., Smith-Patterson Co. and Mc- 
Auliffe & Hadley-C. H. Singleton Co. 
also displayed prize pieces. The exhibit 
demonstrated mining, refining, rolling 
and cutting and all the various stages in 
forming silver pieces. 
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| 
Where to Buy | REMODELINGS AND REMOVALS 
IMPORTED 


‘Ro 

China and Glass Abelson’s, Inc., 279 Main St., Orange, N. J. Modern new store. Bennet Herman, mer, 

§ M. R. Arnold, Paragould, Ark. tedecorated, remc:.eled. 

3aker Jewelry & Luggage Shop, 115 E. Washtenaw St., Lansing, Mich. Modernized, 
Jack Baker. 

















W a 4 W Floyd W. Barnett, Merchants & Farmers Bank Bldg., Dansville, N. Y. New location. 
eagwoo are seck Jewelry & Optical Co., 301 S. Washington Ave., Lansing, Mich. 
Bone China Dinnerware, Queenswore Carl E. Bowler, 35 W. Washington St., Bradford, Pa. New location. 
Jasper and Black Basalt John T. Clements, 24 E. Main St., Meriden, Conn. New location. , 
P Daniels Jewelry Co., 207 S. Washington Ave., janaieg. Mich. Modernized. 
Trade-Mark WEDGWOOD a oft Ag a ee ag “= = = . — ‘ :, 

° vinleys redi ewelers. 3¢ . San Fernando € urbank, Cal. oxpanding, 
Josiah Wedgwood & Sons, Inc. Robert Thorne, mgr. 
162 Fifth Avenue, New York City Myron E. Freeman & Bro. Co., 103 Peachtree St., Atlanta. Modernizing. 


B. Greenberg, 1744 Pennsylvania Ave., Washington, D. C. New location. 
Hotchkiss Jewelry Co, Jackson, Tenn. Remodeling and expanding. F. A. Davis, mgr. 








; Jack’s Jewelry Store, 174 W. Dominick St., Rome, N. Y. New location. Jack Ma- 
China FINLAND = ©ystal: itary 
LO Floyd L. Kennedy, K. of C. Bldg., Dansville, N. Y. New location. 
ARABBI CERAMICS / Lowe’s Jewelry & Optical Co., 105 E. Broad St., Richmond, Va. New location. 
Marsh Jewelers, 1439 Procter St., Port Arthur, Texas. New location. G. C. Marsh. 


ANp GLASS William K. Metzger, 452 Market St., Sunbury, Pa. New and larger quarters. 
Milens Credit Jewelers, 1201 Washington St., Oakland, Cal. Modernizing, expanding. 

“Suomi Louis J. Milenbach & Ben Shane, owners. 
FINLANDIA CORPORATION Frank B. Miller, 215 E. 2nd St., Pomona, Cal. Space doubled. ’ 
Morris Square Deal Jewelers, 75 S. Main St., Wilkes-Barre. Edward Morris. 


225 FIFTH AVE. NEW YORK CITY Monroe Jewelry Co., Monroe, Mich. Making alterations. 


Joe Optican, 721 Felix St., St. Joseph, Mo. Modernized. 














D. E. Overstreet, Kiowa, Kan. New location. 
E lish —— DOULTON " James W. Owsley, Chickasha, Okla. Modernized. 
nglish Bone ina and Earthenware Julius Pahlas, Elkader, Iowa. Remodeling. _ 
THOS. WEBB & SONS Harry D. Pazol, Walnut & Jackson Sts., Muncie, Ind. ern new store. 
—* 66 Gaattien © ' Rickys Jewelers, 7th & Main Sts., Klamath, Ore. New location. ' 
ane mace Engiish Uryata Rogers Jewelry Store, 4th & Ward Ave., Caruthersville, Mo. New location. Floyd 
—— R aoiph Br Inc., 274 Main St., Poughk Y. New locati 
c udolp ros., Inc., ain St., Poughkeepsie, N. Y. New location. 
The original production Rudolph Bros., Inc., Hotel Samuels Bldg., Jamestown, N. Y. New location. Romeo 
WM. 8S. PITCAIRN CORPORATION Stubbell, mgr. 
212 Fifth Ave. New York, N. Y. Schubach Jewelry Co., 2435 Washington St., Ogden, Utah. New location. J. K. 





Bennett, mgr. 

USTIN THARAUD In M. Simon & Co., 1222 Market St., Philadelphia, Pa. New, larger store. 

J « Cc. Sterling Jewelry Co., Shoshone St., Twin Falls, Idaho. Modernized. C. E. Allen. 
Cc. C. Strohm, 1441 Derry St., Harrisburg, Pa. Remodeling. 


129 Fifth Ave., New York, N. Y. Wilson & Son, 85 Pondfield Rd., Bronxville, N. Y. New and larger store. 
Wilson’s Leading Jewelers, Inc., 310 S. Salina St., Syracuse, N. Y. New Jocation. 


MYOTT SON & CO., England John D. Wilson. 






















































































ROYAL BAYREUTH CHINA, Bavaria Wm. Wise & Son, Inc., 487 Fulton St., Brooklyn. New location. 
CHATEAU CHINA, Czechoslovakia Zale Jewelry Co., 322 Mesa Ave., El Paso, Texas. Remodeling. ; 
ROYAL ALBERT CROWN CHINA, England Hubert Zimmer Co., 29 Market St., Poughkeepsie, N. Y. New location. 
PAUL A. STRAUB & CO., Ine. | | ¢3 gop aie, 
e . ° Y 
19 East 26 Street, New York $3,000,000 Spent in One Yeor Where to Buy 
Importers of By Jewelry Manufacturers DOMESTIC 
China, Glass and Earthenware On Plants, Equipment Chi dGl 
Dinnerware, Art Goods, Giftwares Capital expenditures for plant and ina an ass 
Murray Hill 3-5460 equipment by all manufacturers identi- 
fied with the jewelry industry were ap- 
proximately $3,000,000 during 1939, ac- TH EODORE HAVILAND 
EDWARD BOOTE cording to the latest Census of Manu- FINE CHINA DINNERWARE 
35 & 37 West 23rd St., New York, N. Y. factures which was taken in 1940. MADE IN AMERICA 
scesatetinmateteoeee, | | eral’ tas aoe emmniaienn at anes at Games ie Guitie 
2 ew con: 
WOOD & SONS DINNER AND alterations of buildings and other fixed THEODORE HAVILAND CO.. INC. 
HOTELWARE plant and equipment; $2,321,098 for new NEW YORKCITY CHICAGO, ILL. 
GIBSON & SONS TEAPOTS machinery and operating equipment, in- 
cluding all new motors, lathes, punch 
SHORT LINES—SERVICE PLATES presses, cranes, automobiles, trucks, office ASTLETON H INA 
Dinnerware from the peer bens tg oe a INCORPORATED L-6, MELLMANH, rade 
ia equipment; $156, or plant and equip- 
Heinrich & Co. and . B ment acquired in a “used” condition from DE LUXE as. 
Winterling Factories | other owners, and for land; and $1,290 FINE CHINA TRADE 
FROM NEW YORK STOCK unclassified 
. “ gaat ee , 2 MADE INAMERICA * MADE OF AMERICA 
Heinrich and Winterling, Inc. The various divisions of the industry, inne 149 Fifth Ave.. New York, N. Y. 
49 W. 23rd St. New York, N. Y. | listed in the order of the size of their 
expenditures, spent the following sums: —— 
FRIEDLAENDER, — & APPELBAUM, Clocks, watches and materials and HAWKES CRYSTAL ; 
a parts (except watchcases )—$1,341,795. GLASSWARE Ail 
FRIEDLAENDER & CO., Inc. Precious metals jewelry —$447,050 
Recognized for over 70 years for fine quality in Reusiey peer “aa i —_ for discriminating 
PORCELAIN, GLASS & POTTERY $361,921. peopl WRITE 
DECORATIVE PIECES— POOLIAL, —_ 
DISTINCTIVE LAMPS Je rs” ings aterials — 
AND OBJETS D’ART aa Cay Se mn T. G. HAWKES & CO. 
53 WEST 23rd STREET NEW YORK a_i oe oe , CORNING, N. Y. = 
. — jew es — N. Y. Office: 542 5th Ave. oLp warmarone 
atchcases—$202,177. 
W. E. LINDEMANN |: svisesSssts00 LENOX CHINA 
GLASS ae _ SERVICE PLATES 
CANDELABRA CANDLESTICKS Elgin Gets Air Corps Order _ DINNERWARE 
STEMWARE DECANTERS NOVELTIES 
ASES BOWLS The Air Corps, War Department, has 
GIRANDOLES LAMPS awarded a $113,928.60 contract to the LENOX Made in America 
FROM STOCK Elgin National Watch Co. Elgin, ll, || yewox, INC ei tee 
225 FIFTH AVENUE, N. Y. for navigation watches. “ ia ba 
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Practical Modern Watchmaking 


by HOWARD L. BEEHLER, President, Horological Institute of America 


Part ll—Manipulation of Watch Hairsprings 


Section 2—Truing in the Round 





HE term “hairspring truing” has reference to the 

attachment of the hairspring to the collet. If it 
were possible to attach the spring to the collet so that the 
collet would be flat and central with the spring, all 
springs would be true in the round and flat. The opera- 
tion of hairspring truing is necessary to correct the er- 
rors caused by the “breaking out” and “pinning in” op- 
erations. ; 

The actual work consists of bending the first “one 
eighth coil” so as to place the spring level and central 
with relation to the collet. 

Eight conditions of improper pinning have been pre- 
viously shown in Figs. 13 to 20. At first sight, it will 
appear as if the inside coil of each spring is bent and 
different from each other. Each of these springs, how- 
ever, is identical and the reason for the difference in ap- 
pearance is caused by placing the collet slightly off cen- 
ter in eight different directions; this shows the spring 
out of true in the round, and represents the various er- 
rors introduced by “‘colleting.” It explains more clearly 
that if these eight collets had been properly pinned, per- 
fectly in the center of the spiral, the spring would look 
like Fig. 21. (See last month’s article for Figs. 1 
through 25.) 


HOW TO DETERMINE WHEN THE SPRING 
IS TRUE IN THE ROUND 


The examination of the hairspring for true in the 
round (and flat) is accomplished by placing the balance 
wheel, with the hairspring and collet attached, in a pair 
of “hairspring truing calipers.” (Fig. 26.) Hairspring 
truing calipers of this type, with a steel support for the 





Fig. 26 


top pivot, enable one to have a clear, unobstructed vision 
of the hairspring collet and the inside coils of the spring. 
They also make it easier to make the necessary bends, 
with the tweezer. Fig. 27 shows the balance in proper 
position for inspection in the round and Fig. 28 for the 
flat. The balance and hairspring must be rotated in the 
calipers at a speed slow enough to keep the spring from 
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This is the seventh instalment of a series of 
original articles on “Practical Modern 
Watchmaking,” which have been prepared 
for the new educational program of 
the Horological Institute of America and 
through the courtesy of that organization 
are here appearing in print for the first time. 
Following their first publication in JEWELERS’ 
CircULAR-KEYSTONE, reprints of the articles 
will be made available through the Horo- 
logical Institute, to whom requests and in- 
quiries should be directed. Address Ralph E. 
Gould, Secretary, Horological Institute of 
America, c/o Bureau of Standards, Wash- 
ington, D. C. 











vibrating unnecessarily, and also fast enough to let one 
observe the errors. 

While the balance wheel is rotating in the calipers, if 
the first three or four inside coils appear as “perfect 
circles” concentric with the balance staff, the spring can 


Fig. 27 





be considered true in the round. If the inside coils do 
not appear as perfect circles, but seem to jump, or de- 
scribe irregular or imperfect circles, then the spring can 
be considered out of true in the “round.” 

One of the most difficult parts of spring truing is the 
ability to see the spring and to determine what are im- 


Fig. 28 





perfect circles and also to decide where the imperfection 
is located in relation to the pinning point. For begin- 
ners in hairspring truing it is necessary to spend con- 
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giderable time in actual study of these errors and to be 
able to decide correctly which of the eight conditions 
previously shown (Fig. 13 to 21) is your problem. 

When examining springs for trueness in the round, do 
not be misled by expecting to follow the spiral form of 
the spring, as it rotates in the calipers. You must ob- 
serve the first three or four inside coils only. When they 
appear to be perfect circles, the spring is true in the 
round. 

A good learning procedure, is to collet about two 
dozen springs, then stake them on balance wheels that 
are true in the round and flat, and also have good staffs 
and pivots. After the springs are staked on the staffs, 
the entire assembly should be “‘dipped” in a good clean- 
ing solution, properly rinsed, dipped in alcohol and dried 
in boxwood sawdust. Use a camel’s hair brush to remove 
the sawdust from the balance wheel and spring. When 
this is completed, each wheel should be placed sepa- 
rately in the calipers. Spin or rotate the wheel at a 
proper speed and look directly into the center coils, us- 
ing a 2 in. eye loupe. Study each one of the 24 springs 
and compare the errors with those shown in Fig. 13. 
Here also some difficulty will develop, because generally 
these springs will not be absolutely like those in the 
drawings. They will, however, be characteristically alike. 
Go over these springs several times, making a mental or 
written decision, comparing each spring with the nine 
conditions shown in Figs. 14-21. 

After arriving at a decision concerning the errors of 
each spring, and having recorded the relationship that 
exists between the springs and the nine sketches shown, 
we can then turn our attention to the actual bending 
operations. 


DETAILS OF BENDING OPERATIONS 

In the following sketches we will give detailed in- 
structions concerning the necessary bending operations 
required to correct the errors in the round as represented 
by Figs. 14 to 20. (See last month’s article.) 





Fig. 29 


vt 


Specific Instructions for Figs. 13 and 20. 

Ist. Grasp inside coil at D (Fig. 29 A) with tweezer 
points as shown in Fig. 30. 

2nd. Bend inside coil away from collet as shown by 
the arrow. 

3rd. Grasp inside coil at (E) and bend spring toward 
collet as shown by the arrow in 29 B. 

Experienced spring truers make a pulling bending op- 
eration at once, by grasping the spring at E, bending 
the part from D to E away from the collet and at the 
same, time bending the portion beyond E toward the 
collet. It is advisable to make these bending operations 
while using an eye glass, so as to teach yourself the 
exact results of each bend. It is necessary to establish 
a conscious mental image of how the spring responds to 


the bends that are made. . 
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4th. At 29 C the arrow points to the point E which 
must be located the proper distance away from the collet, 
which is indicated as. .009 in. in Fig."6. It must be un- 





Fig. 30 


derstood that this distance depends absolutely on the 
opening of the spring, or the amount that was broken 
out preceding the pinning in operation. 

It may also be observed that the drawing shows a 
sharp bend at E. This bend is not exactly in keeping 
with the most desirable practice, but should be a gen- 
eral curve as shown in Fig. 8. However, great judg- 
ment must be used concerning this debatable condition. 

Good judgment is one of the most valuable qualities a 
watchmaker can possess. One must know when a spring 
is in a condition to satisfy practical and theoretical re- 
quirements and then let it alone. Therefore, in connec- 
tion with the ideas concerning sharp bends at point EF, 
when the spring is true in the round and a sharp bend 
present, it is advisable to allow it to remain. Further 
bending to remove the sharp bend will only create other 
difficulties and also weaken the spring at this point. 
However, avoid sharp bends if possible. 


T] 
7)\\Q 





S D 
Fig. 3! 


lig. 31 is a reproduction, giving specific instructions 


concerning Fig. 14. (Please turn _to page 135) 
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PRACTICAL MODERN WATCHMAKING 
(From page 133) 


The bending operations in Fig. 31 are very similar to 
those in Fig. 29, with the exception that here we will 
consider that point D is located almost the proper radial 
distance from the center, but not quite so. Our sequence 
of bends will be: 

ist. Grasp spring at (D) with tweezer points. 

2nd. Bend inside coil away from collet, in the direc- 
It is obvious that the spring must be 
Practice and experience 


tion of the arrow. 
bent just the proper distance. 
will reveal this fact to the learner. 

3rd. Analyze the conditions shown in Fig. 29. It will 
be evident that the point E will not necessarily be quite 
as far from D as the condition shown in Fig. 31. Also 
at this stage in the learning process, two or three light 
bends can be made which should produce the desired 
curve shown in (C). 

4th. The pulling, bending operation referred to pre- 
viously can also be used effectively here. Grasp the 
spring at a point slightly beyond (D) as shown in Fig. 
$1, sketch d. Pull the spring radially away from the 
collet and bend the spring inward by turning the 
tweezers about the point (D) in the direction of the 
circular arrow. 

Fig. 82 is a reproduction giving specific instructions 
for the errors shown in Fig. 15-19. 

In Fig. 32 the point (D) is shown the correct distance 
away from the collet, but the point E which is 90 deg. 


E 


a 4, 


Fig. 32 


around the circumference from (D) is too close to the 
collet. 

The bending operation necessary in this condition is 
simply to grasp the spring at D and bend it with the 
turning motion indicated by the arrow. The difficulty 
in this operation will be that of bending the point E 
the exact distance away from the collet. If it is bent 
too far away, the spring will look like the condition 
shown in Fig. 19, and will require a reverse bending 
operation from that just described for Fig. 15. 

The principle involved for each of these conditions is 
the same but the direction of bend is reversed. 

Figs. 33-34-35 give instructions for the errors shown 
in Figs. 16-17-18 respectively. The bending operations 
described here are all of a similar nature and should be 
studied carefully so as to determine and decide upon the 
exact direction to bend the spring. In these three 
figures the direction of pressure is indicated by the in- 
clination of the arrows. 

In analyzing the bending operations necessary to true 
the spring in the round, it can be seen that all correc- 
tions are directed toward locating the collet in the center 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for May, 1 


TEN Ro 
COLLET. 


Fig. 33 
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SPRING 
BENDS HERE. 


Fig. 34 


D 
TOWARD 
COLLET: 
SPRING 


BENDS HERE. 


Fig. 35 


.e 


of the spiral. Much practice and good judgment are 
required, and also a conscious mental picture of just 
what happens when certain bends are made. Under no 
circumstance should a learner make any of these sug- 
gested bending operations blindly, but he should observe 
the actual results with an eye loupe. 


(To be continued next month) 


THE BOOK-SHELF 
(From page 93) 


because it has in it more references to aspects of time- 
keeping with which we are familiar. We can illustrate 
this by quoting from Dr. Hering’s sub-heads not only 
such as: “Cognizance of Time a Factor of Civilization” ; 
“Distinction between Civilization and Culture”; “Time 
a Fourth Coordinate of Space”; “Speed, the Relation of 
Distance to Time”; or “The Time Concept by Newton, 
by Maxwell, by Einstein,” but: “The Railroad as a Civ- 
ilizer,” with reference to accurate watches and clocks: 
“What Need of Great Refinement in Timekeeping?” ; 
“Invention of the Marine Chronometer”; and even “Ex- 
pert Timekeeping Helps to Dispense with the Expert 
Cook” ! 

But regardless of any favoritism as to its parts, we 
recommend this book all in all as a fascinating thing to 
read, and with possibilities of material profit besides 
purely intellectual pleasure. 
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66 ARACHUTE”’’—On the engraved inscriptions of 

an old Swiss watch, on the back inside case cap, 
what is meant by the word “parachute”? (Question No. 
5317.) K. G. 

Answer—On this watch, you will notice that the bal- 
ance cap jewels are set in steel settings which have 
slender continuations to an end which is screwed to the 
framework of the movement. These act as springs and 
take up the shock if the watch gets a fall or jolt, so that 
the weight of the balance through the pivots cannot 
break the jewel or damage the pivots. This old idea 
has been revived in recent years in some modern watches, 
particularly Swiss watches. 


6¢W 7ERTICAL” ESCAPEMENT—What is the “ver- 

tical” escapement? This is mentioned in an ar- 
ticle I read, but no further description; I never heard 
of this escapement before. (Question No. 5318.) T. L. 


Answer—After the introduction of the cylinder 
escapement, when it had become pretty well established 
in England about 200 years ago, it became known as the 
“horizontal” escapement, and the older verge then was 
referred to by contrast as the “‘vertical’’ escapement, 
these terms arising in each case from the position the 
plane of the escape wheel occupied in relation to the 
other wheels of the movement. 


RAW—I understand what draw is, in a lever 

escapement, but is this just something in the de- 
sign of the escapement, or does the practical watch re- 
pairer ever need to do anything about draw? (Ques- 
tion No. 5319.) I. L. 


Answer—lIf the positions of pallet stones in their set- 
tings, in good watches, were always left as they were 
set by the manufacturer, the watchmaker would need 
do nothing about draw when repairing watches. But 
pallet stones are often altered from their original posi- 
tions by workmen who do not understand escapement 
work, and when incorrect draw is found due to this, it 
should be corrected by softening the shellac that holds 
the pallet stones, and shifting the positions of the stones 


wat 


HOW SHALL |—? 


136 


1S THE pest 





4o 


CHL, 


WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


until there is neither excessive draw nor insufficient 
draw. 

In the latter sense, enough draw means that its force 
should hold the fork against the banking firmly enough 
to keep it there against any ordinary blow or jar that 
would tend to throw the lever away from the banking. 
Insufficient draw would be so light a force of draw that 
the lever might not always be drawn against the bank- 
ing after locking has occurred in wheel and pallet ac- 
tion; or so light that a very slight jar would shake the 
lever away from its banking. To increase draw, move 
the lower or acting end of pallet stone toward the direc- 
tion from which the escape wheel teeth approach the 
pallets; and to lessen draw, move the end of the stone 
the opposite way. 








OLISHING JEWEL SETTINGS—How do watch 

factories get that fine polish on the slopes and flat 
tops of gold jewel settings? Is there any way to do 
this just as finely by hand in repair shop work? (Ques- 
tion No. 5320.) D. A. 

Answer—Yes, there is; in fact, such work is done in 
watch factories by hand. The slope from the top of 
the jewel to the top of the setting, is turned with a 
polished graver, and the polish on the setting results 
from the highly polished graver edge. This polished 
turning is called “stripping,” and the stripping graver 
may be either of steel or sapphire. A steel graver 
polished on 4/0 emery paper or with Vienna lime and 
alcohol on a boxwood lap, can do just as good work as 
a sapphire graver. In watch factories the sapphire 
graver is preferred because there it is used constantly, 
but seldom needs repolishing. The tops of the settings 
are polished by rubbing them on any sort of polishing 
lap, just pressing them on the lap and moving them 
with a finger. Laps used for this are jasper, block tin 
with rouge, or the smooth surface of a burnishing file. 
aire SILVER—Every now and then we are up 

against the job of polishing an old sterling silver 
inkstand with deep stains eaten by ink, that take a good 
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Thought you might give us 
(Ques- 


deal:of time to polish out. 
some special process for removing such stains. 
tion No. 5321.) P. T. 

Answer—Make a medium thick paste of chloride of 
lime and water; apply this to the ink-stained silver, and 
leave it on for five or ten minutes; when this shows the 
stains removed down to the silver surface, wash off the 
paste and then polish the silver in any of the usual ways. 


UTTING DOWN GLASS—We have received from 

material house a convex clock glass for a cast brass 
turned sash on a rare old clock. The glass is just a 
little too large to snap into the bezel. Would you recom- 
mend turning out the groove in the bezel, or is there 
any way of cutting down the edge of the glass? (Ques- 
tion No. 5322.) L. M. 


Answer—If the glass is very slightly too large, it 
would be less work to reduce the diameter of the glass 
a little, rather than to turn out the bezel groove. You 
may be able to make sufficient reduction by using a 
medium, to coarse, emery buff on the very corner of 
the glass; then polish with finer emery buffs, using these 
just as you would a file, making the strokes follow the 
circumference of the glass, instead of running across it. 
Or, you could give the edge its final polish on a felt buff 
on a jeweler’s lathe, used with putty powder and water, 
or dry lump tripoli and water. 


OLDERING CHAIN—A job that always gives me 

plenty of trouble is soldering a link on one of these 
very light neck chains, the blow pipe flame sometimes 
blowing the chain all around on the soldering block. 
How can I get around this trouble? (Question No. 
5323.) S. M. C. 


Answer—Lay the chain on a perfectly level part of 
your charcoal block; cut short bits of binding wire to 
use as pins, and thrust two or more of these through 
links in the chain, and into the charcoal, to hold the 
chain in place; then apply the flux and the solder, and 
the blowpipe blast cannot dislodge the work while the 
soldering is being done. 


| pala SPRING HOOKS—Explain how to 
bend a close hook on mainspring end without crack- 


ing the steel. (Question No. 5324.) R.C. 


Answer—Hold the mainspring end somewhat above 
a lamp flame, but do not allow it to become more than 
moderately red hot. Have ready a pair of smooth-jawed 
pliers heated beforehand, and with these first make a 
partial bend of the mainspring end, but not a sharp- 
angled bend at first. Lay a bit of thin metal within 
this preliminary bend; then with the hot pliers, close the 
bent end of the spring down against the metal slip and 
hold it in the pliers until fairly cool. What cracks steel 
in bending spring hooks is usually bending too suddenly 
and sharply, or allowing the bent spring to cool too 
suddenly. 


EWELING CALIPER—Would you advise me to 

put $35 into a jeweling caliper attachment for my 
lathe, which has been offered me—a used tool, but in 
good condition? (Question No. 5325.) B. T. 
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Answer—It seems to us that the amount stated 
would be well invested in the tool described, provided 
your work calls for a great deal of jewel setting, rather 
than just an occasional job of it. A jeweling caliper 
attachment is an economizef of time when a number of 
jewels are to be set in one lot, or at one time. However, 
to use it for doing occasional jobs may consume more 
time altogether, including setting it up ready for use 
each time, than a skillful workman would use in setting 
the jewel with hand tools. 


EPAIRING JET—On a cross-shaped necklace 

pendant made of genuine jet, one arm is broken 
off, with a small chip broken out at the edge of the 
break; can this be cemented, and the broken-out place 
filled in, and how? (Question No. 5326.) K. G. 


Answer— Dissolve some flake shellac in grain alcohol, 
with lamp black powder, then rub the mixture between a 
knife blade and a steel or glass plate until thoroughly 
blended. Clean the broken surfaces of the jet thor- 
oughly; apply a small portion of the black cement; 
quickly press the pieces together and let cement harden 
10 or 12 hours. Trim off any exudation of hardened 
cement from the surface of the work, leaving some ce- 
ment in the broken out place so that it fills the space; or 
if necessary, add some more to do this. Depending upon 
how this cement filling looks, it may be advisable to 
flatten it after it has been hardened, by filing it or touch- 
ing it with a piece of heated metal. If the trimming 
leaves the surface of the cement dull, it may be glossed 
by brushing over it a little grain alcohol. 


ATCH IMPORTS—Kindly give me an idea in 

round numbers of the amount of business done in 
Swiss watches in this country per year. I do not need 
exact figures, but wish to have a fairly clear idea to 
make a rough comparison with volumes of business in 
other lines. (Question No. 5327.) C. J. Co. 


Answer—Since what you wish is not annual statis- 
tics, but a general idea, perhaps we can give you this 
best by stating in round numbers the highest and the 
lowest annual figures for Swiss watch imports to the 
United States during the past decade, which would be: 
The highest, in 1929, somewhat over 5,000,000 watches 
and watch movements, valued at somewhat over $20,- 
000,000 were imported here from Switzerland; and the 
lowest in 1934, when the imports were somewhat over 
1,000,000 watches and movements, valued at $3,500,000. 


IME STANDARDS—I want accurate information 

about time standards in all countries of the world, 
and the translation of time at one place to time at any 
other place. Can you tell me of a brief book on this 
topic? (Question No. 5328.) M. I. 


Answer—We believe that exactly what you want 
would be found in three publications which can be had, 
all of them, postpaid to your address, by sending 25 
cents to the Superintendent of Documents, Government 
Printing Office, Washington, D. C., and asking for 
Pamphlets No. M84, “Standard Time Conversion 
Chart”; No. M155, “Time Zone Map of the United 
States” and No. C406 “Standard Time Throughout the 


World.” 
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Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
~< 25 words. Additional words 5c. a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations. 
send duplicates. 


Te avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Kevstone 
100 E. 42nd St., New York 


LT A ea SE 
Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word: 
minimum charge, 75c. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





IF YOU ARE IN NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, Il. 





FIRST CLASS jewelry jobber, stone set- 
ter and engraver; 28 years’ experience; 
best references. Address “J., 33,” care 
Jewelers’ Circular-Keystone. 





COMPETENT watchmaker wants posi- 
tion in South; best references; front 
end preferred. Address “C., 4493,” care 
Jewelers’ Circular-Keystone. 





BOOKKEEPER, full charge of office de- 
tail; 10 years’ experience in jewelry 
industry ; excellent references. Address 
“A., 55,” care Jewelers’ Circular- 
Keystone. 





CREDIT MAN; fully capable, young, 
married man; eight years’ experience 
in the jewelry business; references. 
Address ‘“‘C., 57," care Jewelers’ Circu- 
lar-Keystone. 





MANAGER-SALESMAN, age 37, thor- 
ough knowledge and experience every 
phase of business; capable complete 
charge; best references. Address “B., 
4477,” care Jewelers’ Circular-Keystone. 





YOU’LL NEVER regret contacting this 
man if you require a high type man- 
ager for a modern, credit jewelry 
store. Address “E., 4416,” care Jewel- 
ers’ Circular-Keystone. 





AT THE PEAK of his creative ability, 
recognized installment salesman is now 
available for modern store located in 
California. Address “G., 4431,” care 
Jewelers’ Circular-Keystone. 





YOUNG LADY, bookkeeper, all office 
routine, experienced precious’ stones, 
jewelry, capable selling; New York 
City or vicinity preferred. Address “A., 
4413,” care Jewelers’ Circular-Keystone. 





JEWELRY SALESMAN, retail, 37 years 
of age, highest references; anxious to 
locate steady position with West Coast 
store. Address “F., 4486,” care Jewel- 
ers’ Circular-Keystone. 





RAILROAD and Swiss watchmaker, 25 
years’ experience; moderate salary or 
will consider commission; good refer- 
ences. Address “D., 4485,” care Jewel- 
ers’ Circular-Keystone. 





EXPERT well trained manufacturing 
jeweler, setter, designer; special order 
or stock, platinum, gold; best refer- 
ences. Address “A., 52,” care Jewel- 
ers’ Circular-Keystone. 





ENAMELER, male, experienced all 
phases of hard enameling, jewelry, 
military insignia, etc., desires position 
contact made by addressing ‘“‘W., 50, 
care Jewelers’ Circular-Keystone. 





YOUNG MAN, married, credit jewelry ex- 
perience; sales, credit and collections, 
good window trimmer; can furnish any 
type references. Address “F., 27,” care 
Jewelers’ Circular-Keystone. 





YOUNG MAN, 26, recently with one of 
New York’s largest jobbers; experi- 
enced selling, shipping and _ order 
clerk. Address “C., 24,” care Jewelers’ 
Circular-Keystone. 


SALESMAN, young man, calling gp 
jewelry stores, New York City, de. 
sires line as side line, watches, rings 
costume jewelry, attachments; pres. 
ently employed. Address “A., 4489” 
care Jewelers’ Circular-Keystone. 





DIAMOND SETTER, expert, white golq 
and platinum, excellent references, de. 
sirous of locating steady work, ip 
California; available immediately. Aq. 
dress “E., 4487,” care Jewelers’ Circy- 
lar-Keystone. 





SALESMAN, very capable, seeks employ- 
ment with opportunity; experienced jn 
wholesale, retail and credit jewelry 
concerns; hard worker; very good ref- 
erences. Address “B., 4483,” care Jewel- 
ers’ Circular-Keystone. 





SALESMAN, second watchmaker, retail, 
age 36, capable and willing worker, 
neat appearance, single; finest refer. 
ences; salary $35; will go anywhere, 
Address “A., 4482,’ care Jewelers’ Cir- 
cular-Keystone. 





HIGH GRADE watchmaker and watch 
salesman; experienced department man- 
ager; will guarantee to improve service 
and eliminate service complaints; $50 
week. Address ‘‘V., 49,’ care Jewelers’ 
Circular-Keystone. 





EXPERIENCED watchmaker, jeweler and 
excellent salesman, desires position in 
large, first class store, preferably as 
manager repair department; finest 
character and personality. Address “T., 
48,” care Jewelers’ Circular-Keystone. 





LADY, 14 years in retail jewelry; ex- 
perienced in_ selling, keeping stock, 
buying, also knowledge of bookkeeping 
and office routine; conscientious, ca- 
pable; A-1 references. Address “R., 
42,” care Jewelers’ Circular-Keystone. 





WATCHMAKER, $40; American, long 
experience; reliable; close timing, all 
sizes; assist all work if desired; Mas- 
sachusetts registered optometrist. 
“Minot-watchmaker,” General Delivery, 
Salem, Mass. 





WATCHMAKER, very capable, wishes to 
work in Texas, Arizona or vicinity; 
well recommended; 25 years’ experi- 
ence; good appearance; born U. S. 
Address “V., 4471,” care Jewelers’ 
Circular-Keystone. 





WATCHMAKER, salesman, jewelry re- 
pairman; first class; fast, accurate, 
dependable; none better; Southwest 
preferred; $45 per week; available at 
once; finest references. Address “E., 
26,” care Jewelers’ Circular-Keystone. 





BOOKKEEPER, stenographer, youn & 
woman, thoroughly competent take ful 
charge, credits, collections, correspond- 
ence; 10 years’ experience jewelry 
trade. Address “J., 4388,” care Jewel- 
ers’ Circular-Keystone. 


A-1 WATCHMAKER, salesman, neat ap- 
pearance, good personality; reliable; 
Wisconsin licensed; $45 per week; go 
anywhere; available at once; finest 
references. Address “D., 25,’ care 
Jewelers’ Circular-Keystone. 





YOUNG WATCHMAKER, five years’ ex- 
perience, retail store and trade, good 
references, desires position with im- 
porter or store: New York City or 
vicinity. Alexander Bleier, 2109 Tarri- 
son Ave., New York City. 





YOUNG jewelry salesman; alert, indus- 
trious worker, 13% years’ experience ; 
thorough knowledge every phase retail 
business, including credit and _ stock 
control. Address “F., 4450,” care 
Jewelers’ Keystone-Circular. 





IDEAL SALESMAN; one who really 
merits title of this ‘ad’ available for 
better class installment jewelry store; 
location immaterial. Address “1, 
4437.” care Jewelers’ Circular-Key- 
stone. 


WATCHMAKER, expert on Swiss and 
American; Bowman graduate; best of 
references; like position with reliable 
firm; sober; Northern States preferred. 
Address “B., 21,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER of outstanding ability, 
with excellent references from respon- 
sible people, as to skill, honesty and 
personality ; South only; $45 per week. 
Address “A., 20,’’ care Jewelers’ Circu- 
lar-Keystone. 





SALESMAN, experienced, desires posi- 
tion in retail watch sales department; 
can estimate watch repairs; practical 
watchmaker; good references. Address 
“w., 17,” care Jewelers’ Circular- 
Keystone. 





SALESMAN and buyer, young man, 30, 
married, industrious worker, 10 years’ 
diversified retail buying, selling, desires 
position retail store or wholesale 
house. Address “C., 4423,” care Jewel- 
ers’ Circular-Keystone. 


CREDIT STORE manager, buyer, sales- 
man, 15 years’ experience, capable of 
taking complete charge credits, collec- 
tions, trimming effective windows; cre- 
ative account opener. Address “R., 13,” 
care Jewelers’ Circular-Keystone. 





CREDIT JEWELRY salesman, now ecm- 
ployed, married; 27 years of age; ex- 
pert sales ability; Metropolitan chain 
store experience; desires change; best 
of references. Address “A., 4446,” care 
Jewelers’ Circular-Keystone. 





YOUNG MAN, capable, honest, depend- 
able, seeks employment with opportu- 
nity, New York and vicinity; experi- 
enced wholesale, retail, credit jewelry 
and watch concerns. Address “F., 
4221,” care Jewélers’ Circular-Keystone. 
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Manufacturers’ News| 





INTERNATIONAL SILVER OFFERS NEW GENERAL USE DISPLAYS 





plays offered on a non-profit mutual 
benefit basis has just been announced 
by International Silver Co. 

Each of the seven units in the series 
is designed to display jewelry and other 
items as well as silverware, and is planned 
with a knowledge of jewelry store re- 
quirements and limitations. 

Several of them are pictured here. The 
“Hostess Figure” display(1) consists of 
a beautifully modeled and attractively 
gowned mannequin, wearing miniature 
jewelry, with a handsome picture of a 
formal dining table in the background 
emphasizing the desirability of adequate 
and modern silverware. The copy card 
reads “New Glamour For You and Your 
Table.” 

Two shelf units, one of which is shown 
in the accompanying illustration(2), are 
also being offered. This has a_back- 
ground of handsomely grained woods 
and supports two plate glass shelves. A 
permanent wooden copy panel reading 
“Jewelry—Silverware—Watches” is at- 
tached. The other shelf unit is enameled 
in white and consists of two oval shelves 
supported between graceful side panels. 
The shelves are designed for jewelry and 
the panels are fitted with plastic clips 
for the display of silverware. A sepa- 
rate circular copy panel reads “We 
Have Something To Show You.” The 
shelves of both units are adjustable. 

In the “Pan-American” display(3), 
seven cut-out figures, representing coun- 
tries of North, Central and South Amer- 
ica, are reproduced in colorful native 
costumes. A circular panel, showing the 
Western Hemisphere, is used as_ the 
background and a circular copy panel 
reads “Treasures For You From the 
Bountiful Americas.” All panels and 
figures have easel backs and may be ar- 
ranged in a variety of ways. 

Attractive gift windows may be ar- 
ranged with the new “Gift Time” dis- 
play(4). Three oval, gilt-framed panels 


A new series of distinctive window dis- 








Gif 


hint 





are hinged together. The center panel 
bears a white copy card reading “It’s 
Gift Time.” The panels at each side are 
covered with dubonnet satin. Four cut- 
out figure groups are provided—a bride 
and groom a young man and woman 
admiring an engagement ring, an elderly 
couple, and a young man and woman in 
graduation caps and gowns. By placing 
various figure groups before the satin 
oval panels the jeweler may create an 
appropriate atmosphere for the promo- 
tion of gift items for practically every 
occasion and season. 

Another unit consists of little cut-out 
Cupid figures, processed in color, which 
may be arranged in a variety of ways. 
A heart-shaped card carries the copy 
“It’s Love At First Sight,” and another 
reads “Gifts From the Heart.” Cupids 
and hearts are fitted with easel backs. 





New Display Stand for 
Kelton Watches 


To help its dealers to cash in on the 
tremendous market for inexpensive, jew- 
eled wrist watches for birthday, anni- 
versary, graduation and other gift occa- 
sions, Ingersoll- Waterbury Co., has 
produced a new and attractive counter 
and window display for its Kelton watch 
line. ; 

Round, with plastic base finished in 
bronze and fitted with removable pads of 
red velvet, the display is equipped with 
a transparent plastic cover that keeps 
off dust and ads to its attractiveness. 
It is furnished free, packed with a small 
assortment of one each of the nine: lead: 
ing Kelton wrist watch ‘models fér men 
and wonten. SS ene cet 
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Warren Telechron Has 
"House Warming" 


The Warren Telechron Co., Ashland, 
Mass., manufacturers of electric clocks, 
in line with their usual “open house” 
policy, opened their new warehouse and 
shipping building for public inspection 
the evenings of March 18 and 19. 

Hundreds of enthusiastic visitors in- 
spected the 65,000 square-foot, three- 
story, structural steel and brick building, 
and offered many appreciative comments 
on the adequate window areas, the flu- 
orescent lighting installation, the effici- 
ently laid out conveyors and clock chutes, 
the individually controlled unit heater 
system, the built-in truck port, and the 
automatic, electrically controlled over- 
head doors. 

The shipping building is connected to 
the main manufacturing plant by a 
bridge conveyor line which carries com- 
pleted clocks from the assembly lines to 
the warehouse for immediate dispatch or 
storage. 


Gruen Advertises to Service Men 

One of the first watch advertisements 
especially designed for service men in the 
United States Army and Navy is the 
half-page insertion by the Gruen Watch 
Co. appearing in the April 26 issue of 
The Saturday Evening Post. 

The advertisement carries the head- 
line, “What Gift For Them Could Be 
So Right?” and stresses the practical 
value of Gruen watches to service men. 
The picture shows a soldier and sailor 
comparing their new Gruens. 





Attractive Package and Display 
Card For Newest ''Klix'"' Compact 


Pictured herewith is the velvet lined 
box and display card supplied by the 
Marathon Co. for its newest patented 
Klix compact. The compact itself, which 
is shown in the box, has an excep- 
tionally large loose powder capacity with 
extra large puff, and embodies the 
patented Klix “side squeeze” action. 

The sides of the new compacts are 
variously jeweled in simulated ruby, 
sapphire, emerald, onyx, and other strik- 
“ing effects. 
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New Engraving and Paper Styles 
Are Pleasing; Samples Available 
In Attractive Album 


Some interesting innovations in paper 
sizes and engraving styles for wedding 
invitations have recently been introduced 
bv the engraving house of Will Ecker & 
Co., 414 N. 12th St., St. Louis, Mo. 

The accompanying illustration shows 
the new style of letter, which has been 
named “Merrigrace” and is a graceful 
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modified script with a slight backhand 
slope. It combines beauty, simplicity, 
and a refreshing newness that should 
find a welcome reception. 

The new paper sizes are the pleasing 
single fold type of sheet which avoids 
the marring second fold through the 
engraving. The one shown in the picture 
in greatly reduced size actually measures 
five by seven inches and is known as 
“Martha.” ‘The other, which has been 
named “Notre Dame” is 5% inches 
square and is paneled. Both sizes are 
enclosed in the customary double — en- 
velope. ; 

Samples of the new paper done in the 
new engraving style are shown in an at- 
tractive album which will be sent without 
charge to dealers on request. A copy 
should be on hand in every stationery 
department. 


O-B to Display at Premium Show 


Ostby & Barton Co., manufacturing 
jewelers well known to the premium 
trade, are displaying for the first time 
at the Chicago Premium Show. New 
types of premium jewelry under various 
promotion plans will be shown at their 
booth—No. 22. 


Waltham Watch Company Net 
Profit Rises to 30 Cents Per Share 


Report of Waltham Watch Co. for the 
year to Dec. 31, 1940, shows net profit 
of $284,501 after charges, taxes, etc., 
equal after dividends on preferred and 
A stock, to 30 cents a share on common. 
This compares with 1939 net of $216,020. 

Balance sheet at close of 1940 shows 
current assets of, $5,273,507 and current 
liabilities of $1,166,014, making net work- 
ing capital $4,107,493, compared with 
— capital of $3,977,355 at end of 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for May, 1941 








HANDY & HARMAN EMPLOYEES HAVE DINNER MEETING 





On the evening of March 24, G. H. 
Niemeyer, president of Handy & Har- 
man, presided over a gathering of 125 
office employees and department heads 
from New York, Bridgeport and Provi- 
dence branches of the company at the 
Waldorf-Astoria Hotel, New York. 

After a cocktail hour, which gave new 
members of the organization an oppor- 
tunity to become better acquainted, a 
buffet dinner was served. 

At the speakers’ table with Mr. Nie- 
meyer were R. H. Leach, vice-president ; 
J. C. Travis, assistant to the president; 
Mr. H. W. Spaulding, secretary, and two 
guests, Mrs. June Eamilton Rhodes of 
the Jewelry Industry Publicity Board, 
and Miss E. Alberta Brenner, lecturer 
for the Gorham Co., who later gave the 
principal talk of the evening. 

Mr. Niemeyer, in an after dinner talk, 
spoke of the importance to Handy & 
Harman of its personnel—greater than 
that of buildings and machines which can 
be replaced. He emphasized that the 
work of each person, no matter what 
their position, is necessary and impor- 
tant to the organization and that the in- 
terest and happiness of each individual 
in his work has much to do with his suc- 
cess as well as the success of the com- 
pany. Handy & Harman always have 
had and always will have a close per- 


sonal interest in each employee as an 
individual, Mr. Niemeyer said. 

Mr. Niemeyer referred to the trying 
period of the past six months and ex- 
pressed the appreciation of the manage- 
ment to all of the employees for their 
loyalty and hard work which has made 
it possible for the company to maintain 
its usual high standard of service to cus- 
tomers during this busy time. 

Oscar-of-the-Waldorf was introduced 
to the gathering as an old friend of Mr. 
Niemeyer’s and made some comments on 
the happiness he has had and continues 
to have in his life’s work. 

Mrs. Rhodes, who has done so much 
for the jewelry industry, in her capable 
handling of publicity, spoke briefly and 
was given a warm response. 

After dinner the entire gathering 
moved into a specially prepared lecture 
room where J. C. Travis introduced Miss 
Brenner who gave a lecture entitled 
“The Romance of Silver.” Miss Brenner 
has given this lecture all over the United 
States, before women’s clubs and socie- 
ties of many kinds. With it she dis- 
played tools, progressive samples and 
finished work. Her deep interest in the 
subject of silver and her thorough knowl- 
edge of its history, coupled with a rare 
ability as a speaker, helped to make this 
a most enjoyable and profitable evening 
to all who attended. 





New Sales Manager for 
Waterman Pens 


Charles S. Kernaghan, formerly field 
manager of R. C. A. Mfg. Co. in charge 
of the Midwest district, has just been 
appointed sales manager of the L. E. 
Waterman Co., 344 Hudson St., New 
York, pioneer fountain pen manufac- 
turers, it has been announced by Frank 
D. Waterman, Jr., president of the com- 
pany. 

After graduation from Union College 
and Albany Law School, Mr. Kernaghan 
entered the General Electric research 
laboratories in 1925, where he did exten- 
sive research work in the development 
of radio tubes. 

In 1928, he left General Electric to 
join the sales organization of the E. T. 
Cunningham Co., radio tube manufac- 
turers, and when R. C. A. took over 
Cunningham shortly afterward, Mr. 
Kernaghan stepped up to the job of the 
Midwest field manager of R. C. A. 

Predicting a 35 to 40 per cent increase 
in Waterman’s business in, 1941, Mr. 
Kernaghan said he plans to augment and 
expand his sales organization throughout 


145 





the country, and that the company is 
planning a greatly increased advertising 
campaign. He also pointed out that the 


C. S. Kernaghan, 
new Waterman 
sales manager. 





increased manufacturing facilities and 
reduction in manufacturing costs result- 
ing from the “streamline production 
methods” introduced in the new, eight- 
story Waterman plant will enable the 
firm to offer greater values than ever 
before. 

Clyde H. Waterman remains as as- 
sistant sales manager, according to the 
announcement. 




















Syndicated Bulletin Provides 
Effective Low-Cost Mailing Pieces 


Jewelers who have been wanting to 
use direct mail advertising but have 
hesitated to do so, because of the cost, 
may find the solution to their problem 
in a new syndicated service which is 
now being offered by Hart Publications, 
Inc., 1161 Merchandise Mart, Chicago. 

Essentially, the service consists of a 
four page personalized news letter, at- 
tractively illustrated, and printed in two 
colors on high grade paper. Page one, 
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reproduced herewith in miniature—(the 
original is letterhead size)—is a breezy 
page of timely items and pictures about 
watches, diamonds and other jewelry 
goods, with the store’s name imprinted 
in the colored panel across the top. Page 
two consists of news pictures in the 
style of the Sunday rotogravure sections, 
and page three is devoted to illustrations 
and advertising of standard popular 
numbers of watch and diamond ring mer- 
chandise. Page four, which forms the 
outside when the leaflet is folded for 
mailing, contains a calendar for the 
month with significant dates, and a space 
for the address. 

The bulletins will be issued once a 
month and may be bought either for as 
many or as few months as the jeweler 
desires. 

Because they are standardized except 
for the store name, and therefore can 
be printed in large quantities, it is pos- 
sible to buy them at astonishingly low 
prices even in lots as small as one thou- 
sand. 

The service will be exclusive to one 
store in each locality, so that no com- 
petitors will be sending out the same 
thing. 

The bulletins should be a “natural” 
for the store which aims at the popular 
price market. 





Many Specially Packaged Gifts 
Available in New Gorham Pattern 


The new Sovereign pattern recently 
introduced by Gorham includes an espe- 
clally complete assortment of service 
pieces. 

Every kind of piece needed to serve 
any kind of table properly is available. 
Special packages planned especially for 
gift selling have been prepared, ranging 
all the way from a single piece to a set 
of 11—each boxed in pin-grain fabrikoid. 

Among the assortments available are 
a set of eight after-dinner spoons with 





a pair of sugar tongs; a salad fork and 
a spoon; a very feminine “Tea-ette” set 
consistng of sugar tongs, jelly server, 
bonbon spoon, and lemon fork; and the 
“Snack Set” for buffet suppers which 
includes a hors d’oeuvres server, a pickle 
fork, a jelly server, six butter spreaders 
and two different cheese servers. 

‘These ready-made suggestions should 
prove a boon to the harried gift shopper, 
and a helpful aid to the jeweler’s gift 
and silver departments. 





Blind Newark University Student 
Receives Advertising Award 


A “blind man’s wrist watch,” specially 
designed and built by the Gruen Watch 
Co., has been awarded to Paul Sauerland, 
University of Newark student, for his 
entry which won honorable mention in 
Gruen’s’ recent collegiate advertising 
contest. Mr. Sauerland’s entry in the 
contest, in which students of advertising 
and marketing throughout the country 


were invited to submit suggestions for 
any form of advertising, was a radio 
script. 


Sauerland, who is 21 years old, lives 
in West New York, N. J., and although 
totally blind, travels every day alone to 
and from his home to Newark Univer- 
sity, using bus and railroad, under the 
guidance of his Seeing Eye dog. 

The board of judges decided, upon 
learning of his handicap, to make a 
special award which would be more use- 
ful to Sauerland than an ordinary wrist 
watch. A _ special case was prepared 
with a glassless dial under a snap cover 
which flies up at the touch of a button 
and the hands of the watch are so 
strengthened and raised from the face 





Paul Sauerland, 21-year-old blind student of 
marketing at Newark University, demon- 
strates the special blind man's wrist watch 
just presented to him as prize in Gruen's 
nationwide collegiate advertising contest. 
Center is Professor Paul K. Edwards of the 
University of Newark's department of mar- 
keting, in whose class Sauerland is a top stu- 
dent. Right: Henry Cole, of Gruen Watch 
Co., who made the presentation. Sauer- 
land's "seeing eye" dog, Rena, conducts him 
daily from his home in West New York, N. J., 
to classes at Newark University and remains 
beside him throughout the day. 


that the time may easily be determined 
by touching them with the fingers. ‘The 
watch has been suitably engraved with 
Mr. Sauerland’s initials and the details 
of its presentation. 

Henry Cole, Newark representative of 
the Gruen Watch Co., presented the 
watch in a brief ceremony at the office 
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of Dr. George Black, president of New- 
ark University, in the presence of Pro- 
fessor Edwards and other students from 
his marketing class in which Sauerland 
is a top student. He is also a member 
of the university debating team, news 
editor of the schoo] paper, and a member 
of the glee club. 


They Supply the Ideas 


If, as has been said so often, ideas are 
the life blood of a business, the newly 
launched firm of Kaye-Jordan Co. should 
find a hearty reception awaiting it. Ideas 
for the jewelry industry are the stock 
in trade of the new concern—ideas relat- 
ing to both design and sales. 

Heading the organization are Sol 
Kaufman, expert jewelry style consul- 
tant and designer for over 20 years, and 





They're offering a new type of service to 
jewelry manufacturers. Left, Robert M. Jor- 
dan; right, Sol Kaufman. 


Robert M. Jordan, salesman extra- 
ordinary, with an outstanding record of 
building jewelry sales volume. 

Mr. Kaufman has been serving as con- 
sulting stylist and designer for many 
leading jewelry manufacturers and_ is 
publisher of the design service, Gem 
Creations. Mr. Jordan has been sales 
manager of Ostby & Barton Co. and has 
a thorough knowledge of jewelry mar- 
kets and a wide acquaintance through- 
out the trade. 

The new concern will act as design 
and sales consultants to a clientele of 
non-competing jewelry manufacturers. 
Offices will be maintained at 36 W. 47th 
St., New York, where Mr. Kaufman will 
be in charge and at 87 Weybosset St., 
Providence, where Mr. Jordan will be the 
resident partner. 


Elgin Schedules Its Greatest 
Pre-Graduation Advertising 
Campaign 

In the next few weeks of pre-gradua- 
tion gift buying, Elgin will climax the 
greatest spring advertising drive in its 
history, according to Frank R. Brodsky, 
advertising manager of the Elgin Na- 
tional Watch Co. 

Nine of the country’s largest circula- 
tion magazines will carry full-page 
Elgin ads, many of which will be in 
color. In addition to the national maga- 
zine campaign Elgin will also run large- 
space color advertising in American 
Weekly and large black-and-white ads 
in newspapers to tell the Elgin story in 
key cities across the country. 

Elgm urges jewelers to make the most 
of this increased advertising by using 
the tie-up material which the company 
is supplying. This includes mounted re- 
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‘tc for windows and counters, mats 
geet ads to be run over the 
dealer’s name, bus and car cards, out- 
door posters in color, movie trailers in 
color and sound, one-minute radio spots 
recorded by professional dramatic talent, 
colorful mailing pieces and@ other point- 
of-sales aids. Most of this material is 
fully described in the Elgin Graduation 
Portfolio, which appeared April 16. 





Longines Features 75th Year 


To commemorate its 75th anniversary, 
the Longines-Wittnauer Watch Co. is 
sending to its customers attractive new 
display material. 





Above is a picture of the “Man of 
1866 display.” It is made of enamelled 
etched bronze and walnut, and shows a 
man of 1866 comparing his huge time- 
piece with a modern streamlined Lon- 
gines wristwatch. 

Longines has planned for its 75th an- 
niversary the largest and most complete 
advertising campaign in the history of 
the company. 


Mechanical "Emily Post'' Creates 
Store Traffic and Customer Good 
Will For Heirloom Plate Dealers 


An ingenious little gadget answers the 
customer’s ever-present question—“What 
silver do I need?” and acts as a constant 
reminder of the pieces that should be 
added to her present set has just been 
put out by the makers of Heirloom plate. 

It consists essentially of a cardboard 
wheel turning within a four windowed 
jacket. The wheel is rotated so that the 
occasion for which the table is to be set 
appears at the top—formal dinner, in- 
formal dinner, luncheon, buffet supper, 
tea or breakfast. When the wheel is set 
for whatever the meal may be, one win- 
dow discloses an illustrated list of the 
flatware items required for each place 
setting correctly arranged; a second 
window shows and names the necessary 
serving pieces; while at the third and 
fourth openings appear the recommenda- 
tions for quantity and kind of glass, 
china and linen for that occasion. 

On the inner side of the cover are pic- 
tured all of the standard individual and 
serving pieces in a full set of flatware. 
In short, the “Silverscope,” as the device 
is named is an automatic and welcome 
Emily Post for the not-so-sure hostess. 

The gadget is for free distribution, 
and is being featured in the company’s 
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consumer advertising. To enable Heir- 
loom dealers to get the full benefit of it 
and to help in creating store traffic for 
them, distribution of the Silverscope is 
through the retailer, the customer being 
required to call at the store to get a 
copy, although no charge is made. 


Bulova Promotes Graduate 
And Professional Sales 


A graduation promotion that has 
proved an effective business-builder in 
previous years, the Bulova “graduation 
clock contest” is once more being spon- 
sored by the company through its deal- 
ers. Free newspaper mats supplied to 
the jeweler for publication in local 
papers tell the public about the contest 
in which graduates are offered a chance 
to win free Bulova watches. A big dial 
which Bulova supplies is set over the 
face of the clock in the jeweler’s window. 
The dial has spaces for names all over 
its face, and graduates are asked to go 
to the jeweler and write their names on 
the big clock dial. The clock is allowed 
to run down, and when it stops, the 
hands point out the winners. The lucky 
boy and the lucky girl are presented with 
Bulova watches by the jeweler. 

The contest is planned to start several 
weeks before graduation and end some 
days before that event, so that the 
jeweler may benefit from sales to those 
graduates who haven’t been lucky enough 
to win the prize watches. 

Another Bulova promotion this spring 
is among doctors and nurses and May 
and June issues of leading medical and 
nursing publications will carry full page 
ads. featuring Bulova sweep-second 
models. Bulova suggests that jewelers 
tie in with this promotion by contacting 
local hospitals to procure the names and 
addresses of doctors and nurses and 
send them letters or leaflets on these 
professional-type watches. 

Bulova is also distributing to jewelers 
at this time the new edition of its “Gold 
Book” in which are reproduced current 
magazine ads in full page color and 
double-page space. Many of the new 
Bulova models are also shown in natural 
color, and the book will also feature the 
company’s tie-ups with American Air- 
lines and Pan-American Airways, and its 
extensive radio advertising. 


Gorham Sales, Profits and 
Assets Up in 1940 


Sales of the Gorham Mfg. Co. rose 18.9 
per cent for the 12 months ending Jan. 
31, 1941 over the preceding year, it was 
revealed in the annual report to share- 
holders. Net income before taxes was 
up nearly $500,000, but increases in taxes 
took the lion’s share of this. President 
E. C. Mayo in his report pointed out 
that the ratio of taxes to profits avail- 
able for dividends was 86.4 per cent, and 
that the tax burden is an increasingly 
serious problem. 


Full Page in "Life" for 
Harvel Watches 


Harvel Watch Co., 630 Fifth Ave., 
New York, is releasing a full page 
(bleed) ad in the May 19 issue of Life 
which will be out on May 16. The ad 
features 16 MHarvel models. Dealer 
helps are also available to tie up with 
this national promotion. 
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Hamilton Production 
Goes Into High Gear 


A 24-hour day, three-shift schedule has 
been adopted by the Hamilton Watch 
Co. to meet national defense require- 
ments without neglecting regular watch 
production. New equipment is also be- 
ing added as fast as possible, and two 
new buildings, costing approximately 


$350,000 are being rushed to completion. 
One of these is a new, four-story and 
basement factory wing, the other a four- 
story office building which will release 


These racks full of special watches for the 

Army, Navy and Ordnance are undergoing 

one of Hamilton's many rigid timing tests 

before delivery . . . after which they will be- 

come official synchronizers of maneuvers on 
land, sea and in the air. 


additional space for production use. 
Space for the manufacture of parts pre- 
viously purchased abroad will also be 
provided for in this new building pro- 
gram. 

Production itself is proceeding at a 
six-day-week pace, both day and night 
shifts. By adopting a 24-hour schedule, 
sizable production of timing devices and 
special watches for national defense has 
already been attained, without any neg- 
lect of Hamilton’s regular production 
schedule on watches sold to the consumer 
trade. 

Personnel is expanding rapidly, and 
has already passed the highest point in 
all Hamilton history. For the comfort 
and convenience of this ever-enlarging 
group of employes, Hamilton has pur- 
chased a plot opposite the factory which 
provides an additional 253,000 square 
feet for the parking of employes’ cars. 





New Stylist for Ronson Lighters 


Egmont Arens, noted industrial de- 
signer, has been retained by Art Metal 
Works, Inc., for the purpose of styling 
and designing their Ronson lighters, 
packages, and other products. Mr. 
Arens’ creative talents, it is believed, 
will add even greater consumer appeal 
to the already popular Ronson line. 





Longines-Wittnauer Launches 
National Musical Radio Show 


On Sunday, April 6, Longines-Witt- 
nauer Watch Co. sponsored on Station 
WJZ, the first of a series of radio pro- 
grams entitled, “The World’s Most 
Honored Music,” dedicated to Longines. 
The program, which is of half-hour dura- 
tion, presents the Longines Symphonette, 
a group of fine musicians recruited from 
the New York Philharmonic-Symphony 
Orchestra. The conductor is Macklin 
Marrow. 

The program idea was created by Fred 
Cartoun, vice-president of Longines- 
Wittnauer. 
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DON'T RELAX! 


For THE First time in history, heavy Government 
buying—and war buying, at that—has been done with- 
out an immediate upward spiral of the prices of con- 


sumer goods. 

On February 15, the Bureau of Labor Services’ index 
of retail prices for all kinds of goods stood 1.9 points 
below the average for 1937 and only 2.2 above the low 
point of the past five year period. 

Retailers, by their determined opposition to unjusti- 
fied increases, and by their avoidance of “scare” adver- 
tising, have played no small part in keeping prices with- 
in reasonable bounds. But the emergency is not over by 
any means. The same policies and attitudes which have 
kept things under control thus far are still needed and 
will continue to be needed for a considerable time to 
come. 

The easy, fatalistic attitude of “Oh, we're in a war 
period. Prices have to go up” is simply an invitation to 
a runaway price structure that spells headaches for the 
merchant later on when the inevitable deflation comes. 

A continuance of sane, careful buying with a demand 
that every price increase be justified, is the best insur- 
ance for the future. Don’t relax! 


WHO'S RESPONSIBLE? 


AN EMPHATIC reminder of the necessity for exact ob- 
servance of legal formalities when dealing with goods as 
valuable as jewelry has been brought home by a case 
now pending in the courts of a large eastern city. 

A few weeks ago a jewelry salesman who was calling 
on a prominent retailer asked for and received permis- 
sion to leave one of his cases in the store for a few hours 
while he attended to some other business. Unfortunately 
when he returned the case had evidently been stolen and 
was nowhere to be found. 

Both the salesman’s firm and the retail store are con- 
cerns of the very highest standing whose integrity is be- 
yond question, but just the same, the case was gone. 

The salesman’s house in due course collected the value 
of the missing goods from their insurance company, 
whereupon the latter promptly sued the retailer for the 
amount involved, on the ground that he had assumed re- 
sponsibility for the goods by allowing the salesman to 
leave them, and the retailer must now prove that he spe- 
cifically disclaimed such responsibility at the time. 

All of which suggests that it would be a good idea 
for retailers to have at hand a supply of forms in which 
the salesman assumes all risks in such cases, and to re- 
quire that one be signed by every supplier who leaves 
goods for temporary safe-keeping. 


TRADE-MARKS WANTED 


ProBaBLy No other one factor plays as vital a part 
in the distribution of merchandise as the brand or trade- 
mark under which it is sold. It is the trade-mark that 
enables the buyer to identify the maker of the goods—to 


fix the responsibility for quality, dependability, and sats 
isfactory service—and to buy with confidence. 

To the seller, his trade-mark is one of his most valu 
able assets for the same reasons, and the additional ong 
that it is his safeguard against the competition of chea 
imitations and inferior goods. : 

Hence, to manufacturers, wholesalers and retailers of 
jewelry, alike, a complete and accurate register of jews 
elry trade-marks is a vital need. No such directory exists) 
today, since the latest one was issued nearly 20 yearg’ 
ago and is practically meaningless today. 

Tur Jewevers’ Circutar-Keystone, therefore, hag 
decided to fill that need by publishing an up-to-date’ 
guide of all the current trade-marks in the jewelry field 
and is now engaged in compiling the necessary informa-: 
tion. 

Every owner of every trade-mark used on jewelry, 
watches, silverware, or other jeweler’s merchandise 
should communicate promptly with the book department 
of this publication to insure that for his own protection” 
his marks will be included and will be correctly listed 
and credited to him. 


RESTRICTED—KEEP OUT! | 


GREATER OR LEss restriction of retail distribution is 
fairly common practice in the jewelry trade and unques- | 
tionably much of it is desirable. Certainly no legitimate 
retailer will argue against the policy of the manufacturer 
who refuses to sell the price cutter. And we cannot 
imagine a jeweler objecting to the manufacturer who 
confines his retail distribution to jewelry stores. 

A good case can be made, too, by suppliers who limit 
the number of outlets in any one city or locality, espe- 
cially in slow-moving or small volume lines where the 
potential market would not be very attractive if it were 
divided among too many. 

However, this policy calls for wise administration. 
Retailers sometimes demand an exclusive franchise for 
areas extending beyond their natural and rightful trad- 
ing territory, with the result that both the manufacturer 
and the retailers in surrounding districts lose business 
without benefitting the other store. 

A case in point has just been brought to our attention 
by a jeweler in a city of medium size, whose customers 
ask him for a certain product which he is unable to ob- 
tain because another store in a nearby larger city has 
the entire region sewed up. 

Perhaps there may be special circumstances here with 
which we are not familjar, but to one on the sidelines, 
like ourselves, it would seem more sensible to liberalize 
the distribution to at least one dealer in every natural 


trading area. 


Editor 





